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LOVELY TO LOOK AT 


DELIGHTFUL TO WEAR 
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PUNCH -DOT....-HIGH - WEDGE 


On the wings of spring’s first robin, Tweedie presents 
this smart high-wedge tie with an open-air punch-dot 
treatment. Available in all color combinations. . . 
A shoe that puts the spirit of spring in her every step. 


TWEEDIE FOOTWEAR CORPORATION 
JEFFERSON CITY MISSOURI 


ALLURING FOOTWEAR 


FOR YOUR CHOICE CUSTOMERS 





BOOT AND SHOE RECORDER MARCH 23, 1940 


YOIC 


© 


HAND) A 


FORECAST 
Spring may early be or late, 
War may spread, or terminate; 
This, alone, anticipate— 
Politics. 


Al Graham (New York Sun) 


WEENDELL BERGE, special as- 
sistant to the Attorney General of 
the United States, had this to say 
of the Justice Department’s rela- 
tionship with trade associations: 

“Trade associations can do much 
to put and keep their own houses in 
order . . . the important thing is the 
fundamental attitude of trade asso- 
ciations toward the nature of our 
competitive system. If trade asso- 
ciation members and their execu- 
tives have an intelligent awareness 
of what is going on today in Ameri- 
can economic life, they will be able 
to see their own activities with ref- 
erence to the economic picture as a 
whole. They can then chart their 
course accordingly. 

“Trade associations, if properly 
utilized, can be an important factor 


in weeding out unfair competitive 
practices, and in introducing and 
promoting policies which made in- 
dustry more efficient and secure a 
wider and more economical distri- 
bution of goods for the benefit of 
consumers. Trade associations, if 
intelligently directed by men of 
vision, can be instruments for ex- 
panding trade and commerce rather 
than restricting it. But whether 
these associations shall in the long 
run contribute to the ultimate sal- 
vation of our business life or to its 
destruction depends, I believe, to a 
large degree upon their funda- 
mental attitude.” 





SECRETARY HARRY A. CHASE, 
who issues the bulletin “ON THE 
SPOT” for members of the New 
York State Shoe Retailers Associa- 
tion, says: 

“If the Desmond-Vincent bill, 
now before the Legislature, becomes 
a law, you may not be permitted to 
use X-ray machines in fitting shoes. 


[15] 


The bill provides that X-ray exami- 
nations ‘for a charge’ may be made 
only by the medical profession or 
licensed medical practitioners. Write 
your Senator and Assemblymen and 
INSIST that the bill be clarified so 
as to exempt their use in fitting 
shoes.” 


NATIONAL 
STYLE SHOw 














eB OE WASSERMAN, proprietor of 
Wasserman’s Shoe Store in Chey- 
enne, Wyoming, says: 

“IT sincerely wish the manufactur 
ers could arrange to do a better job 
of coordinating the date of the na- 
tional style show and the end-of- 
the-year calls of their salesmen in 
the more distant parts of the West- 
ern territory. 

“We small retailers in little towns, 
scattered all over the country, are 
constantly being urged to attend the 
style show. And I, for one, agree 
that it’s good business to do so. But 
I know I'd get a great deal more out 
of the shows if I could do my buy- 
ing afterward rather than before. 
As it is now, in order to get deliv- 
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eries in time for early Spring show- 
ing, I have to do my ordering from 
salesmen when they make their calls 
late in December. Since I haven't 
yet seen the merchandise, I can’t 
really order intelligently. Certainly 
the salesmen do the best they can in 
providing information on the new 
styles. But they can’t possibly be 
entirely familiar with the peculiar 
problems in each of the small towns. 
As a result, I have to buy ‘blind’ 
and often take unnecessary losses. 

“If the show could be held just 
a little earlier so that the small re- 
tailer could do his buying then and 
be certain of getting early deliv- 
eries or if the salesmen would call 
shortly after the show to take or- 
ders, we would have a much 


‘stronger inducement for attending. 


As it is today, I don’t get much 
practical benefit from the show but 
I go because it provides a certain 
amount of general knowledge and 
because I enjoy it. But when it 
comes to buying, it doesn’t do me 
much good. I know I’m not alone 
in this difficulty, for many other 
small retailers from distant points 
have voiced this same opinion to 





“WV HILE I am not active in the 
shoe business, its problems still in- 
terest me,” remarked Elmer J. Bliss, 
founder of the Regal Shoe Com- 
pany, from his Winter headquarters 
in Los Angeles. 

“I’m still strongly of the opinion 
that the shoe industry should adapt 
a rigid standard of sizes so that any 
shoe marked, say, an 8B would per- 
fectly fit a man or woman whose 
foot measurements revealed that 
was the correct size. In doing this, 
it would be necessary to make the 
change by having shoe fitting sizes 
measured by ‘effective room.’ We 
have long fitting lasts, short stubby 
lasts—but basically they all should 
have one standard of ‘effective 
room.’ Then a shoe fitter could 
render effective fitting service; a 
buyer would know how the shoes 











—The brain of the average man 
weighs forty-nine ounces— 

—That doesn't mean that forty-nine 
ounces of brain indicates only an 
average man. 

—There's an immeasurable some- 
thing, a "divine spark" if you will, 
that makes some: brains stand out 
above most others. 

—Some forty-nine ounce brains as- 
pire to, and arrive at, great heights 
of accomplishment. 

—Others remain just average brains 
—good, reliable, honest, average 
brains. 

—But they are the substance of a 
community, or state or nation. 

—They are the brains that protect 
our Democracy and have made 
possible the American Way. 

—We all admire talent and genius 
and much that qoes with it. 

—But give me the good average 
forty-nine ounce brain any time. 


Sb Tb 


President 





he selects will fit and thus buy the 
proper sizes to fit the greatest num- 
ber of prospective patrons for his 
store. 

“Noting the multiplicity of shoe 
patterns, colors and lasts being pre- 
sented in ever-increasing numbers 
to the trade reminds me of the old 
rule we played: First year, Try; 
Second year, Buy; Third year, 
Shy.” 


* * * 


THE Federal Trade Commission is 
tightening up on terms used in 
representation of materials. For ex- 
ample: “Alligator Calf” isn’t the 
“young of alligator.” It’s something 
that didn’t come out of a swamp. 
So this decision was handed down: 

“Through use of this legend the 
respondent allegedly represents that 
such shoes are made from the hide 
of an alligator when in fact they 
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are made from a leather material 
other than that hide and which has 
been embossed in a manner simu- 
lating alligator leather.” 


* + * 


FFRED MACCARONE of the 
Sbicca-Del Mac Corporation, in 
collaboration with his organization, 
has devised a means of saving from 
20 per cent to 25 per cent in sole 
leather in connection with Sbicca- 
Del Mac shoes, using Breastlock or 
Cuban heels. 

It is one of those natural develop- 
ments of thinking down the line of 
greater efficiency and economy and 
if you are in New York City for the 
Styles Conference and are inter- 
ested, you might drop into his office 
in Room 822, Empire State Build- 
ing, where he will show you his first 
trials. 

Invention is an amazing thing. 
Who would have thought of a win- 
dow in the sole—the shoemaker sees 
it but the customer doesn’t—yet 








millions of pairs of Sbicca-Del Mac 
process shoes have been made—be- 
cause good invention leads to gen- 
eral use and progressive thought 
down the same line leads to further 


use. 
® 99 


PHILIP B. BAYES of the Solby- 
Bayes Shoe Co., Boston, Mass., 
says: 

“Patent leather manufacturers are 
to be congratulated on the high 
quality achieved by their product. 
Each year shows a decided improve- 
ment and I, for one, am more than 
relieved. It is common knowledge 
that this leather, in years not very 
far behind us, frequently checked 
and was the cause of plenty of grief 
throughout the industry. Customers 
brought them back. The merchant 
has been between the devil and the 
deep blue sea every time patent 
leather became a dominant note in 
the style picture. He felt that he 
must protect himself against the 
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results of checking by explaining to 
the customer that patent could not 
be guaranteed. When he delivered 
himself of this honest opinion, he 
frightened customers away. If he 
said nothing, on the other hand, 
and the leather checked, the custo- 
mer felt that the merchant’s silence 
on the subject at the time of the 
sale was almost criminal negligence 
on his part. Now, that the leather 
chemists of the country have shown 
their ability to improve the patent 
finish, we are experiencing less and 
less of this trouble and more and 
more consumer satisfaction.” 


eV ACK SANDLER, president of A. 
Sandler Co., Boston, a former re- 
tailer, had the foresight and courage 
to devote plenty of labor and initia- 
tive in the development of this new 
mannish vogue in sports footwear. 


It began in Brockton, Massachu- 
setts, where he retailed shoes. It 
was visualized during his tour 
throughout Europe. It was created 
and finished back home. Now, Fifth 


Avenue has launched Sportster 
Londonaires—a new walking shoe 
influence. A special group of func- 
tional sport shoes from mannish 
saddles, mannish casuals, mannish 
brogues to mannish flexibles were 
added to complete the walking and 
sports picture. Classic design and 
treatment were incorporated to give 
the shoes that custom look. 


* a * 


$69] LIKE to sell shoes,” says E. L. 
Britton, manager of the shoe de- 
partments for Brooks Clothing 
Stores in Los Angeles. “It gives 
you a real opportunity to study 
people. Folks really get confiden- 
tial when you get their shoes off. 
You learn about their hobbies, busi- 
ness and personal affairs—some of 
it just talk, it is true, but in the 
day’s run you always meet someone 
who has something really interest- 
ing to say. 

“There is always something new 


to learn about your business; today 
you get a new display idea; tomor- 
row something new in shoes—or a 
different leather tannage. Someone 
has found a new idea for getting 
business that seems to be working. 
You study it and see if it can be ap- 
plied to your business. 

“Shoemen are a great bunch of 
fellows. It’s a pleasure and a privi- 
lege to be associated with the fel- 
lows whose job it is to look out for 
the footwear requirements of the 
American public. There’s a com- 
radeship through the fitting stool 
that can’t be beat and a young man, 
anxious to learn, can always find 
plenty of good pointers—both from 
the men in his own organization 
and among his fellow merchants. 

“You don't have any worry 
about your merchandise being han- 
dled in drug stores or over bargain 
counters. Shoes have to be fitted 
and sold, one at a time, and require 
an experienced shoeman to do the 
job. Did you ever hear of any form 
of machinery taking a retail shoe- 
man’s job? New things are in- 
vented to help him; but not to re- 
place him. 

“No one in the retail business is 
in a better position to serve his 
community than the shoeman. On 
the way he fits his shoes, depends 
the future usefulness of his custom- 
ers’ feet. If he does a good job and 


[17] 


is able to make the customer realize 
he is doing a good job, he builds 
confidence for his store and himself 
that money can’t buy. 

“Yes, I like to sell shoes. My 
first selling job in a shoe store was 
when I was 19 years old and I’ve 
been at it ever since. I have a lot of 
very valued friends in the shoe 
business. It is my profession and I 
hope some day to make a real suc- 
cess of it.” 


ARTHUR GOODFRIEND made a 
talk at the Boys Apparel Buyers’ 
Association meeting at the St. 
Moritz Hotel, New York saying: 

“A close study of trends as they 
affect boys in the ‘neglected age’— 
8 to 16—is essential to every busi- 
ness today. Emphasis should be put 
on best-selling fashions rather than 
on unusual novelties. Ads should 
be written with an eye as much on 
them as on their parents. Their 
interest in comic strips and the de- 
sire of each boy to win the approval 
of other boys of his age are keys to 
reaching him successfully. Ado- 
lescence and the awakening to a 
new world which take place in the 
boy of thirteen or older are clues to 
the kind of advertising that should 
be written on students and older 
boys’ merchandise.” 


Farsighted Cross-Word Fan: "3 down and 8 across looks like the size | want." 
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gE PLATFORM 


FALL STY- 





To Be Drafte 


f the 
Prominent Personalities © 


to Be on Program at N- 
in Conjunction 


ion 


PERSONALITIES prominent in the world of fashion, 
in shoe retailing and in merchandising will play prom- 
inent roles in the coming Shoe Style Conference, to be 
held April 1 and 2, 1940, at the Waldorf-Astoria Hotel, 
New York, under the direction of the National Shoe 
Retailers Association, simultaneously with the Official 
Opening of American Leathers for Autumn, 1940, by 
the Tanners Council of America. 

This will be the first style conference at which Carl 
Burgstahler, of Chicago, will officiate as president of 
the National Shoe Retailers Association, following his 
election to that office at the annual convention in Chi- 
cago last January. Others to take a leading part in the 
proceedings will include Miss Estelle Hamburger, vice- 
president and advertising director of Jay-Thorpe, Inc., 
New York, who will be one of the speakers, and Mrs. 
Ethel Holland Little, fashion editor of Woman’s Home 
Companion, who will be commentator at the style show, 
“Fashion and Footwear.” This showing will be the 
concluding feature on the program for the opening day, 
Monday, April 1, on the Starlight Roof of the Waldorf. 

Prominent individuals representing the shoe and 
leather industries who will appear on the program will 


ad at Conference 


ash- 
world of Footwear and F 
<. R.A. Fall Style Conference: 
with Tanners’ Leasher SRO 


include: L. E. Langston, executive vice-president, Na- 
tional Shoe Retailers Association and general chairman 
of the Style Conference; Albert Wachenheim, Jr., Im- 
perial Shoe Store, New Orleans, La., chairman of the 
women’s shoe style committee; Joseph T. Geuting, Jr., 
A. H. Geuting Company, Philadelphia, chairman of the 
men’s shoe style committee: Mrs. Mary Brouwer Fin- 
ley, S. J. Brouwer Shoe Co., Milwaukee, chairman of 
the children’s shoe style committee; Merrill A. Watson, 
executive vice-president, Tanners Council of America; 
George H. Mealley, chairman of the Exhibits com- 
mittee of the Tanners Council of America; Mrs. Ray- 
mond Ives, fashion editor of Vogue. 


THE program for the conference will follow closely 
the pattern of recent style meetings. The opening ses- 
sion on the Starlight Roof of the Waldorf on Monday, 
April 1, will start at 10 o’clock, and judging from 
present indications it is expected that both this meeting 
and the committee sessions to follow Monday afternoon 
and Tuesday will attract a record attendance of re- 
tailers, manufacturers and representatives of all 
branches of the industry. Addresses by prominent 
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trade leaders and fashion authorities will be followed 
by the concluding feature, “Fashion and Footwear,” an 
elaborate style gfiowing of Spring and Summer foot- 
wear, castumes.and accessories which will be staged 
under the direction of Miss Jerry Johnson. 

Monday afternoon and all day Tuesday will be given 
over to*the meetings of the several style committees on 
men’s; women’s and children’s shoes. They will follow 
the same procedure as usual in assembling the mate- 
rial required for formulating a Fall and Winter style 
program to guide the industry in planning and pro- 
viding merchandise which will be acceptable for the 
advance season. The Textile Color Card Association 
will have available for use by the committees costume 
fabrics in all the new weaves and colors for Autumn 
and Winter. 


BROTH the style conference and the Leather Show have 
become established institutions in the industry and both 
play an important role in directing the thinking of 
merchants, manufacturers, designers and stylists along 
sane and constructive lines in the all-important work of 
style planning and style selection. The conference and 
the style committee meetings serve as a forum or clear- 
ing house for the exchange of information and opin- 
ions, and thereby the ideas of the entire industry are 
clarified and many costly errors in the direction of 
Retailers and 


unwise style promotion are avoided. 
buyers for retail stores who participate in these meet- 
ings are themselves in close contact with those cross- 


sections of the public who form their clientele. They 
bring the viewpoint of the consumer to the industry 
and the trade is enabled to plan and produce styles 

[TURN TO PAGE 37, PLEASE] 


OFFICIAL PROGRAM 


FALL STYLE CONFERENCE 
Waldort-Astoria. New York 


April I and 2. 1940 


OPENING SESSION 
Starlight Roof 
Monday, April 1, at 10 A.M. 


E. LANGSTON, General Chairman, Presiding 


“Are We Industry Minded?” 
BURGSTAHLER 


National Shoe Retailers Association 


» CARL President 


“Shoe and Leather Prospects” 
By MERRILL A. WATSON ...... Executive Vice-President 


Tanners Council of America 


“Wanted—A Beauty Treatment for Shoes” 
By MISS ESTELLE HAMBURGER 


Vice-President and Advertising Director 
Jay-Thorpe, Inc., New York 


“Colors for Fall, 1940” 
y GEORGE H. MEALLEY..Chairman Exhibits Commitice 


Tanners Council of America 


Forethoughts on Autumn Fashions” 
MRS. RAYMOND IVES Fashion Editor 


“V ogue” 


“Fashion and Footwear” 


A presentation of costumes and accessories for the Spring 
and Summer season. Miss Jerry Johnson director. 


Mrs. Ethel Holland Little, fashion editor of Woman's Home 


Companion, commentator. 














shoes Play Important Role at 


Shoe Salon, 1507 Euclid Ave., took part 
in Clevelan Style Show and Fashion 
Clinic on We y; . d used its participa: 
tion in the event as a strong promotional feature. The 
show was sponsored by the Federation of Women’s 
Clubs of Greater Cleveland with the cooperation of 
the Cleveland Fashion Institute. Over 9000 people 
filled Cleveland's mammoth Public Auditorium to view 
the new styles and hear America’s fashion experts: 

_E. F. Carran, president of the Federation of 

bs of Greater Cleveland, delivered the 

address of welcome. June Hamilton Rhodes, nationally 
known expert, was the fashion director and commen: 


tator. 
Also featured was Irene Castle McLaughlin, famous 





On the runway at the Cleveland Spring Style 
‘on Clinic this attractive mo i 
German shepherd wears shoes of tan 


zed gabardine trimmed with brown. 








Left: View looking toward rear of 
newly remodeled Selby Shoe Salon, 
Cleveland. Attractive niche displays 
and new wall and ceiling treatment 
make this an outstanding shoe store. 


This group of mew Spring styles were 
d by the Selby Shoe Salon 
worn by the 30 attractive 

h the latest costumes at the 

fashion y sored by the Wo- 
men’s Clubs of C ‘and and local 


Fashion Institute. 


Cleveland Fashion Clinie 


Selby Shoe Salon Presents Extensive Array of 
Styles in Review Sponsored by Federation of 
Women’s Clubs Before 9000 People in City’s 


Mammoth Public A uditorium 


dancer, who discussed how she staged a fashion revo- 
lution years 48° when she came out with bobbed hair. 
As a special attraction, some of the gowns she wore 
during her dancing days were displayed along with 
apparel worn by Ginger Rogers in the movie, “The 
Story of Vernon and irene Castle.” 

Thirty attractive models tripped over the big 75 
foot run to demonstrate all types of daytime and eve- 


ning apparel while June Hamilton Rhodes discussed 





the offerings and their importance in the 1940 picture. 
The program grouped apparel for various occasions 
[TURN TO PAGE 44, PLEASE} 


This model in her striped sport costume wears 
shoes of white Maracain id with multi-color 
ombre cuffs. 








No 


THE Paris dressmakers, with striking solidarity, have 
wiped war and all its works right out of fashions, and 
concentrated on turning out Summer styles highly femi- 
nine and full of the old-time peace-time charm. 

The new collections bulge with garden party frocks, 
“waltz” dresses, trailing evening models in tulle and 
lace, and frivolities that take in frilled bloomers, col- 
ored stockings, “baby” shoes and crépe spats. 

Finnish peasants inspire Schiaparelli’s flat heeled, 
one-strap “baby” slippers in patent leather, and her 
hand-knit mesh stockings in red, white or blue. Bruyére 
matches print frocks with print spats knotted in front 
or back, and Lanvin launches thick-soled sports shoes 
in colored baby calf. 

The shortness of day skirts, knee caps just covered, 
and width of hems, play up to feet and legs. Paquin 
provides triple-frilled bloomers with short-skirted print 
frocks. New shorts for evening are the ankle length 
waltz dresses. Some are covered with cascading tiers. 
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War Fashions 
In the New 


Others have deep flounces at the bottom that turn up 
in back to finish at the waist. Taffeta is their chosen 
fabric, plain or plaided. 

In garden party frocks feminine charm registers its 
strongest. Lanvin shows frocks in white organdie em- 
broidered with pink rosebuds, and in navy organdie 
trimmed with white. Eyelet embroidered dresses are 
sashed with colored ribbons, and their large hats in 


straw or organdie have ribbon streamers. 


LEADING off in the way of fluff or flou are Paquin’s 
lace evening dresses. These are characterized by wide, 
ground length, sometimes trailing skirts, and sheer 
bodices built over flesh or “natural” colored founda- 
tions. Each has its camouflage top in the form of a 
long-sleeved, high-necked bolero which transforms the 
very decolleté model into a dinner dress. These sheer 
net or tulle boleros are elaborately spangled. 

It is generally understood that flow frocks are in- 
tended for foreign consumption as they are not adapted 
to Paris black-outs and early closings. The Parisian’s 
evening costume continues to be the plain long-skirted 
evening suit, or the short-skirted frock of late after- 
noon or cocktail genre. 

The newest evening suits have bright colored blouses 
to top narrow dark skirts, and the jacket may match 
the skirt or be made of the blouse material. The vogue 
of embroidery carries on for evening blouses in fine 
crystal beading on shiny spangles. Multi-color beads 
embroider a vivid pink blouse, and pink beads a sheer 
blouse in purple. 

Afternoon and cocktail frocks are characterized by 
wide, swirling skirts and very short ones. Periwinkle 
blue chiffon, black organza, taffeta trimmed black net, 
and lace and chiffon combinations, are some of the 
materials used. Often the bodice is cut in one piece 
down to the hip where the skirt joins on. 


i olored 
baby calf. One of Cedric’s de- 
signs featured by Lavin. 
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Paris Colleetions ..... 


Very Good for the Shoe Business Are the Short, Wide 
Skirts Shown bg Leading Couturiers. Tight-fitted Hips, 
Bloused Backs, Varied Waistlines and Two-color Suits 
Are All Important. Fluffy Evening Dresses Are De- 
signed for the Foreign Market. Blue—in Wide Range 
of Shades—Bright Red, Medium and Light Grays, 
and Sand Color Beige in Woolens; Also Browns in Com- 
binations, Greens and Yellows, Are All Popular Colors 


Bruyére slips printed crepe 

spats over black pumps, and 

knots them either front or back. 

They match a Summer frock or 
its accessories. 


The tight fitted hip is made very important in con- 
junction with the full skirts. In wools and similar 
heavier materials the hip yoke is used. Fullness for 
day skirts is introduced by gores or full circular cuts 
or all-around pleatings or shirrings, often starting from 
the hip line. 

Since Bruyére revived the chemise dress and elimi- 
nated much of the recent rigid corseting, there has 
been a general loosening up of the waistline, most 
noticeable in the blousing of bodice backs. This blous- 
ing creates a definite change in line or silhouette. 


lesed in, 


by ALICE M. APPO 
PARIS CORRESPONDENT 


Molyneux employs the bloused back for day coats as 
well as for day dresses and evening blouses. 

Waistlines are showing animation in other ways. 
Schiaparelli is raising the waistline in back in some 
coats cut on semi-fitted lines. A few houses are drop- 
ping the waistline with belts around the hips. Alix 
and Maggy Rouff dip some of their waistlines very low 
in back. 


Evening sandal shown by Lavin 

in draped gold kid, featuring 

a very short vamp. Designed 
by Cedric. 


Suits are played up in all the collections, and while 
jackets and skirts often do match, those that don’t 
appear to be in the majority. Bright red flannel jackets 
go with checked skirts in black and white, navy jackets 
with pleated plaid skirts, and jackets of white or light 
blue broadcloth with dresses of black crepe satin or 
jersey. The jackets are mostly fitted styles, with some 
short swaggers and a few boleros thrown in. 

Silk suits and silk coats register importance, in 

[TUTN TO PAGE 37, PLEASE] 
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Profit by Speeialization in 


$6.9 ACK of all trades, master of none.” Most family 
shoe stores are like that, trying to get as much men’s, 
women’s and children’s business as possible, with the 
result that they get a smattering of each. Specialization 
in one, without sacrificing the other two, can bring your 
store more profits, to say nothing of the enviable reputa- 
tion you can build. We're going to deal here with 
specialization in children’s footwear, and ways to in- 
crease your sales there. 

In every town of more than two or three thousand 
population there are one or more shoe stores, usually of 
the family-service type. This means competition. An 
unsatisfied customer will naturally trade with your 
competitor, and if your competitor’s store has some 
special attraction, temporary or permanent, they'll get 
the customers. In short, if you have something to offer 
that the next fellow hasn’t, you gain the advantage. 

Parents today are guarding their children’s feet 
more carefully than ever. This is due to all the pub- 
licity that has recently been given to foot health and 
foot welfare. Parents, therefore, are anxious to have the 
children fitted as efficiently as possible. A burden is 
taken off their shoulders when they know they have 
found a store that fits competently and employs a staff 


of fitters who take extra interest and care. In short, 
they are happy at last to have found a “specialist” in 
children’s footwear and shoe fitting. 

You may be assured that once they have found that 
out they will stick with you until the children reach an 
age where they select and buy their own shoes — ap- 
proximately sixteen years of age. If you can guarantee 
yourself a customer for sixteen years, figuring about 
three pairs of shoes minimum a year (to say nothing 
of accessories), you're holding the trump cards. 

Well, how does one go about becoming a specialist 
and building up a children’s shoe department? First, 
as we stated above, you must show special interest and 
take an extra care. The parents want to see this, not 
merely be told. So we come up with the history or 
record chart—dynamite for sure-fire repeat sales. 

When the child, say six years old, is first brought 
into your store, you immediately set about taking a 
“foot history.” This consists of name, address and age 
of child, plus whether the child is male or female. Then 
the length and width of the foot, on weightbearing, is 
marked. The shoe is fitted. After it has been selected 
by the parent the following items are marked down on 
the chart: date of purchase, size, last, leather, heel 
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CHILDREN’S SHOE CHART 


No.: 58 
Name: Mary Smith 


Age: 7 


Address: 146 Main Street 


Sex: female 





Last | Leather 


Style | Details | 


i) 
Price | 














75830 
out- 
flare | 





Soft calf! 6/8 











Brown | Steel 


Oxford 


| 


shank | $3.00 








How the Juvenile Footwear Department, Often Neglected 


in the Family Shoe Store, Can Be Made to Contribute 


Substantially to the Building of a Better Business 


Children’s Shoes ‘ 


height, style, orthopedic details, price, and remarks (in 
the latter goes anything additional and relevant to the 
sale you wish to include). 

Now, the idea is to sell that record or chart to the 
parents. Let them see the details you have marked on 
the card, and explain each one to them. Inform them 
that the purpose of the chart is to keep a record of 
the child’s foot growth over a period of years, to know 
the kind and quality of shoes that have been worn by 
the child, the gradual increase in heel height (if the 
child is a girl), and the orthopedic details that have 
been called for in the shoe from time to time. Impress 
the parent that this is a record, a personal record, of 
the child’s foot and shoe problems and progress over a 
period of years—just like a family photograph album. 
Keep the sales use and purpose of the record in the 
background, stressing its values to the child and parent. 

There you have something substantial and accurate 
to work with. Every time that child is brought in for 
a new pair of shoes the child’s record or chart is taken 
out. By looking at the chart you immediately know all 
the details of the last purchase—not merely sales de- 
tails but actual fitting and shoe details. It eliminates 
all guesswork of new size, last, heel height, etc. What is 


most important is that the parent knows that you are 
working with efficiency—knows that she or he can de- 
pend upon your advice and selection because you are 
working with personal statistics. 


NOW, what does this chart give you? If you have a 
five-year record of one hundred children, let us say, 
you can compile them at the end of that period. Out 
of that you can base your averages with accuracy. 
You'll know that the average child in that lot bought 
three pairs of shoes a year; you'll be able to average 
increase in foot and shoe sizes for certain age groups; 
you'll be able to see the average increase in heel heights 
for the girls as they grow older; you'll have an average 
price scale, best selling lasts and styles, etc. 

In short, you'll have some certain grounds, based on 
statistics for your store and your particular trade, upon 
which to do your children’s shoe buying. It will 
eliminate guesswork from your buying, because you're 
buying on the basis of records of past sales. You can’t 
help but save money. And more, you're doing your- 
self and your customer a fine service. 

From the sales angle, the record gives you a mailing 

[TURN TO PAGE 44, PLEASE] 
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OUTLOOM 


What Makes Trade So Variable? 


ENCREDIBLE, the tides of business and how they can 
be deflected by weather, wind, flood, war and emotion. 


Who would ever have thought that because March 15° 


was on a Friday, and taxes were due on that date, that 
retailing in big cities would be adversely affected? 
Maybe it only hit those stores that cater to people who 
paid taxes and felt the pinch of that amount of money 
taken out of current payroll. Maybe, also, this group 
is mostly in the commercial world that has its pay days 
the first and fifteenth of the month. At any rate, the 
pinch was felt by the stores. 

By weather and by gosh, Palm Saturday had none 
of the makings of a record day, as in former years. 

The eyes of industry are naturally on March 23 and 
we hope to have a poll of the country on its record of 
selling, in the issue of March 30. But don’t take it too 
much to heart because March is March and variable; 
and if it wasn’t for the idea of comparing Easter with 
Easter, we would be content to. compare this March with 
last and give high hopes that April, with its possibili- 
ties of better weather, would make the first third of the 
year balance or better that of 1939. 

Remember, also, this is a wide country, with no uni- 
form weather conduct., For example—while the New 
York area was sub-snqw and sub-sales, Texas was in 
full Springtime and plys sales. In the New York area 
they now look for the Jewish Passover, April 23, to give 
the lift to selling comparable with the April of a year 
ago. 

So you see, it is by these small tokens that men in 
business get their thrills or chills, though by the law of 
averages we do, somehow, make and market over 400,- 
000,000 pairs of shoes annually—come heat or cold, 
weather or no. 

The pent-up buying power of a people is sure to be 
released because they can’t go on forever wearing out 
the wardrobe remainders. 

: Today’s dollar goes further, believe it or not. The real dollar 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


What we have got to think about now is the ratio of 
actual shoes to play things because regular shoes are be- 
ing supplemented by play shoes, slippers, wedgies and 
all the new shoe millinery. Are these new things extras 
or are they taking the place of standard shoes for reg- 
ular wear? This is important to know! 

In a way, it’s any man’s guess because there are no 
statistics and records. This is one industry that dreads 
to face facts, or at least the collection of them. We have 
less real research than any industry in the country our 
size. Certainly a billion and a quarter shoe dollars at 
retail, in shoe stores and shoe departments, merits the 
collection of a few vital statistics on the trends of in- 
ventory, of prices, types of shoes and of colors. 

We mentioned the per capita expenditure of 1937 as being 
at $549.00; but if you take the average per capita in the low 
income group, it’s only $241 and in the wage-earner group 
$313.00 The wage earner spends 37.3 per cent of his dollar 
for food, 29.1 per cent for home maintenance, 7.8 per cent for 
transportation, 15.8 per cent for cigarettes, medical care, recre- 
ation, etc.; 10 cents out of each dollar for complete clothing. 
The proportion of the clothing dime that goes into shoes is 
problematic but it may be around 2 cents. 

What all stores have been up against in the last ten 
weeks has been the competition of the wardrobe. We 
know that in Europe the reserves of clothing and foot- 
wear in wardrobe closets were made the basis of eco- 
nomic tide-over, until more sturdy footwear, occupa- 
tional as well as war work types could be put into pro- 
duction and sale through requisition cards. What we 
don’t know in America is how long the public can do 
without the necessity of going into a shoe store for 
new shoes, if the tight pinch should come. 

Fortunately, we a with an all-consuming 
urge to buy things, ‘ol greatest passions in the 
world, that is quaintly told in the following bit of verse 
by Ruth H. Norris in the NEW YORK SUN: 
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LOwELL—twhile suede spectalor With the Exclusive 
‘sya iam Rhythm Step Feature 


Here are just a few of the new 
ys oat Step models that will be 
“on the go” in stores everywhere! The 
newest, lightest, most flattering types 
for spring and summer wear—with so 
much more than just style to keep them 
selling right along! Only Rhythm Step 
styles have weightless Rhythm Treads 
—for triple support in the newest, 

ageget yb peor 4 blue dainty fashions. Adding the extra ap- 
peal of triple comfort in light, young 
styles! 


pEANNA—faille and patent 


leather favorite. How Nationally Advertised 
3-Step Test Brings 


AVALON—lastlez gabardine with Women to Your Store 
alligator calf. 





¥ a \ : ‘ 
$676, $7.75 . 3 \ 
to 
“9.0%” retail “Go to your Rhythm Step dealer”—the big, new Rhythm 


Ste Fo Say. Rom aX steps in — oe shoes— 

. 2 : your ioned, ar wuoyed up, strain 

Slightly higher west of the Rockies eased at metatarsal—with no extra weight.” And dealers 

report that this 3-step test—featured in magazines like 

‘ Harper's Bazaar, Mademoiselle, Good Housekeeping, 

Ask for details of sensationally successful proved Ladies’ Home Journal and McCall’s—has brought them 
selling plans for retail stores. hundreds of new customers. 


Made by JOHNSON, STEPHENS & SHINKLE SHOE CO., St. Louis, Mo. 


Makers of Fashion Plate Shoes—Recognized Style Leaders for Over 20 Y ears 














BOOT anv SHOE RECORDER, March 23, 1940 














To Dress the Part 


Formerly a man went into a shoe 
store to buy a good serviceable pair 
of black or brown shoes. 

Nowadays, however, it’s different. 
A man may buy a brogue shoe to go 
with his tweed suit, a straight -tip 
black to wear with his blue suit, a 
crepe soled casual shoe to wear with 
sports slacks. 

In other words men aren’t just buy- 
ing shoes today, they are buying shoes 
with a purpose—shoes to go with the 
rest of their clothing. 

In keeping with this trend the 
Father & Son Shoe Store, 3rd Avenue, 
New York City, has a window display 
showing the customer “what shoe to 
wear with what.” Three different 
types of clothing fabrics are hung on 
the back wall of the window, and four 
shoes, appropriate to wear with each 
fabric, are hung vertically on each. 
Large red letters over each say, 
“They’re Tough for Sports, They’re 
Smart for Spectators, They’re Com- 
fortable for Street.” The perplexed 
male just has to check the suiting 
nearest to his own and select the ap- 
propriate shoe. 


o.. @ >-@ 


A Fitting Problem 


The Ross-Harris Shoe Store, 22 
West 46th Street, New York City, has 
increased business considerably since 
last October by carrying shoes in more 
lengths and widths rather than in 
more styles. 

As Mr. Harris says, “People come 
in today to be fitted, not just to buy 
shoes.” Consequently Ross-Harris car- 
ries men’s shoes in 8 widths and wo- 
men’s in 10. 

Often when a customer comes into 
a shoe store and his foot measures a 
10AA and the store doesn’t have the 
size in stock, it is possible to slip a 








914AA on the customer’s foot and he 
is none the wiser. 

At the Ross-Harris store it has al- 
ways been the custom that if they 
didn’t have the customer’s exact size 
to tell the customer that they will 
telegraph the factory and have the 
correct shoe in the store by the next 
day. When a store carries 4000 pairs 
of shoes in stock it is hard to con- 
vince a customer why you should sud- 
denly be out of his or her particular 
size or that you have just sold the 
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A. Suede ghiltie . . sizes 3% to & 7.30 
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Spring heels—originaily a children’s 
feature, they now come back as 
e 


by JOHN F. W. ANDERSON 





Bas 


last pair in that particular size that 
morning. 

The Ross-Harris store has proved to 
their own satisfaction that it is good 
business to carry a more complete 
stock of sizes, and this conviction 
has paid dividends in better business. 
* * * 


Dedicated to a Colorful Spring 


It’s expected to be a cheerful Spring 
in the women’s shoe business with 
bright colored shoes of blue, red, 
yellow, green and practically all col- 
ors of the rainbow. Which suggests 
the rainbow display in the window of 
the Ansonia Shoe Store, 34th Street, 
New York City. 

The floors, walls, and props of the 
window display are all painted a 
bright yellow. Bands of red, yellow 
and pale blue cloth are draped across 
the back wall of the display. But the 
highlight of the window is a rainbow 
set diagonally across the window. The 
“rainbow” being a 10-foot across, 
semi-circle of wood — 4 inches wide 
and painted in many colors. Seventeen 
shoes, all wedges, in the smartest 
Spring colors are suspended by brack- 
ets from the rainbow. 

ca * + 


You Can’t Forget 


Every shoe store, at one time or an- 
other, has the embarrassment of hav- 
ing to tell a customer, “We carry that 
particular mod@ in stock, but we are 
sorry to say that we are out of your 
particular size at present. If you will 
leave your name and address, we can 
have the shoes for you in a day or 
” 

When this happens in a certain 
Chicago shoe store, the salesperson 
will immediately take a penny govern- 
ment postcard out of his pocket and 
write down on the front side of it the 
name and address of the customer. 
The other side of the card has al- 
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BEST IDEA OF THE WEEK 
PARK-IN-SHOP SERVICE 


(St. Louis, 


O. P. Ideator—*“1 understand that this new down- 
town bus service parks your car free of charge and 
transfers you by regular ten minute bus service 
through the downtown shopping area to the principal 
stores.” 


Bus Driver—“You might be interested in knowing 
that six shoe stores—Ames Shoe Co., Freeman Shoe 
Store, Roy Logan Store, Queen Quality Boot Shop, 
Shoe Center, Inc., and Swopes—were prime movers 
in this plan which now includes sixty-five stores, to 
bring shoppers who live in the outlying districts quick- 
ly and conveniently to the St. Louis downtown shop- 
ping area.” 


O. P. Ideator—“It seems to me that the simple ex- 
pedient of having a good-sized garage out of the 
regular heavy traffic area plus a bus service saves 
customers nerves and tempers and promotes more fre- 
quent shopping visits of out-of-towners.” 


Bus Driver—“The working plan is so simple, too. 
The shoe merchants post a sign in their windows and 
in their stores stating that they are part of the PARK- 
IN-SHOP service. When a customer makes a pur- 
chase, they simply stamp his or her claim check with 
an endorsement which is good for one hour of free 
parking and the free bus service. To accommodate a 
customer, a store can endorse the check as many times 
as they wish. The PARK-IN-SHOP outfit charge each 
store, at the end of the month, ten cents for each 
endorsement plus a nominal service charge.” 


O. P. Ideator—‘I notice that you give the stores a 
bit of free publicity by calling off the names of the 


Missouri) 


participating stores as you pass them. I have also 
seen your three-quarter page ads telling about your 
service and listing the names of the stores in the 
group.” 

Bus Driver—“We also use regular spot announce- 
ments over three St. Louis radio stations and the 
stores also cooperate by running logotypes of the 
smiling attendant in their regular ads and pointing 
out how to take advantage of the free parking and 
shopping service.” 


O. P. Ideator—*“I have observed that many of the 
customers take advantage of the bus service in moving 
three or four blocks in their shopping service.” 


Bus Driver—“Yes, and we encourage it. If the 
customer rides instead of walks from one store to the 
next, it means that he will have more energy left for 
shopping. Many a tired shopper thinks of going home 
before his day’s purchases are completed. We will 
also pick up bundles and leave them in the customer's 
car at the garage.” 


O. P. Ideator—*Do you think this idea is practical 
for other cities?” 


Bus Driver—“This type of bus service is highly 
profitable to any downtown shopping district having 
a parking problem. By advertising, a shoe store can 
interest the people from miles away to drop into their 
store to try on their shoes, but the money spent for 
the ad might just as well be thrown in the river as 
far as returns are concerned if it is terribly incon- 
venient for the customer to visit the store.” 





line atmosphere if they can get what tomer. And it is a much more casual 





ready been printed with the following 
form: 

“The shoes, model , size 
about which you inquired on 
have just arrived. We would like to 
have you drop in at your convenience 
and try them on, or if you wish, we 
will gladly send them to you at your 
address.” 

The card is then dropped, in the 
presence of the customer, into a spe- 
cial box near the front door. When 
the merchandise in question arrives. 
the cards in the box are thumbed over, 
and those pertaining to the shoes just 
received are immediately filled out 
and mailed. 

* * * 


A Natural Tie-Up 


Hosiery is the nearest thing we 
wear to our shoes and hosiery makes 
a natural companion to sell with 
shoes. In fact, there is an increasing 
tendency in men’s shoe stores to stock 
more and better hose. More men are 
buying their hose at the same time 
they buy their shoes and most men 
prefer to buy their hose in a mascu- 


they want there rather than invade a 
department store dominated by 
women shoppers. 


NERY To. 
{er ase 
SF 4100 


‘ 
\ 














Here is a men’s hose display recent- 
ly seen in a shoe store. To break up 
the uniformity of the stock shelves 
running down each side of the store, 
two sections of the shelves were taken 
out on each side and display racks in- 
stalled. They were built by a local 
carpenter and painted in bright col- 
ors. Now it is possible for each sales- 
man, after he has fitted a pair of shoes 
to reach back of him, while remaining 
on the fitting stool, and select a match- 
ing pair of hose to show the cus- 


and natural presentation than if he 
got up off the stool and went down 
to the end of the store to pick out suit- 
able hose, and it keeps the customer 
in his seat until he has decided. 


. om ” 


This Way Please! 


The left hand window displays 
men’s shoes; the right hand window 
women’s shoes. Inside, men’s shoes 
are arranged on the left side of the 
store; women’s shoes on the right. An 
electric sign is placed at the head of 
the center dividing row of seats for 
customers, reading “Men’s Depart- 
ment” on the left side and “Women’s 
Department” on the right. This is a 
convenient division for both customers 
and shoe fitters. This useful di- 
rectional sign is used in the Walk- 
Over Shoe Store, 1432 Broadway, New 
York City. 


7 * . 


“Walking proof that comfort 
pas 


needn't sacrifice style! 
(The Bon Marche, Seattle) 
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How Dr. Howard Norton Organized the Foot 
Health Institute in Philadelphia and Built It 
Up to a Five-Store Group of Retail Shoe Estab- 


lishments Specializing in “Shoes for Activity” 


DR. HOWARD B. NORTON 
Originator of the Foot Health Institute and specialist in 


correct shoe fitting. 


“SERVICE—NOT SALES” 


This Stere’s Sueeess Slogan 


DR. FRANK V. BENDER 
Recently joined Dr. Norton as a partner in the business. 


IDR. HOWARD B. NORTON started the Foot Health 
Institute in Philadelphia in 1932 in three rooms of 
a third floor location. His biggest asset was an idea 
and the ability to carry it out. The idea was “service” 
and the ability back of it has enabled him to make 
rapid expansion. It wasn’t long before the Institute 
had moved to a ground floor location, and then to a 
large store at 1623 Chestnut Street which it has occu- 


pied for the past six years. Other steps in the growth 
included the establishing of similar stores in Lancaster 
and Harrisburg, Pa., Wilmington, Del., and Trenton. 
N. J., operating on the same basis. 

Dr. Norton uses all types of advertising and pro- 
motion, one of the most unusual and successful being 
radio. One of the main reasons for his success with 
radio is probably the fact that he does the broadcast- 
ing himself. He has a private wire rigged up right in 
his home and connected with the radio stations he uses. 
From here he goes on the air very informally and at 
different hours during the day and night, claiming that 
one of the reasons for this unique arrangement is be- 
cause it is the easiest way for him to broadcast. 

During the seasons in which he uses this form of 
advertising the most, Dr. Norton may take to the air- 
ways as many as five or six times a day, which would 
keep him pretty busy if he had to go to the studio each 
time. Another reason, he admits, is his canary—a 
wonderful singer which has learned to supply musical 
background for the broadcasts. While Dr. Norton talks 
about foot care and health and the work of the Foot 
Health Institute, the bird, feeling right at home, ac- 
companies him with song. 

“ve been told,” Dr. Norton adds, “that it’s very 
effective.” 

The Foot Health Institute sells a number of lines 

[TURN TO PAGE 60, PLEASE] 
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SPAULDING COUNTERS 


OD OTHER PART OF THE SHOE MEANS 80 MUCH Ate & —@ 8. eee se 


PAULDING COUNTERS have flexibility which means that they adapt themselves 


to the contour of the foot correctly and comfortably. The best of basic materials (hemp 


and flax) are combined with precision manufacturing methods. Result: A strong, durable 


counter—mellow at the top line, firm at the base—a counter which keeps the quarter 


Standing up as long as the shoe is worn. 


SPAULDING FIBRE COMPANY . North Rochester, NH. 
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Official _Two-Color POSTERS 
for National FOOT HEALTH WEEK 


POSTERS 
SHIPPED 


FLAT 


> 











ORDER NOW! 


These compelling, colorful 
posters are a necessary part 


of your Foot Health Week 


promotion! 


Use them in your window displays and 
for store decoration. Use them in the 
windows of vacant stores. Use them in 
conspicuous spots all over town. They 
will give a final, powerful tie-up in any 
well-planned promotion program. 


Why not place a quantity order for all 
stores in your community cooperating in 


National 


FOOT HEALTH WEEK 
April 15th to 20th 


These official Posters are BLACK and GREEN 


on heavy offset paper, size 17 x 22 inches 


5 for $2.00 100 for $18.00 20 for $4.50 
10 for $3.00 (WE PAY POSTAGE) 30 for $6.00 


MATRICES OF SIX 
FOOT HEALTH WEEK 





plus postage. 


Check (or Money Order) enclosed, or...... Mail C.O.D. 


R. E. ANDRUSS—BOOT AND SHOE RECORDER 
239 W. 39th St. New York ILLUSTRATIONS 
Please send us........... FOOT HEALTH WEEK POSTERS, $1.50 
BRAK. i Sciceceves SETS of matrices of FOOT HEALTH WEEK 
ILLUSTRATIONS. Included are reproduction 


of Foot Health Week Pos- 
ter in two sizes, and four 
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Fall Style Platform 


[CONTINUED FROM PAGE 19] 


which will be acceptable to the public. 

Because of the international situa- 
tion, the market and price situation 
and other factors affecting the shoe and 
leather industries at the present iime, 
it becomes particularly desirable for 
merchants to have all of the facts and 
information which may tend to influ- 
ence Fall retailing and Fall merchan- 
dising. Mr. Watson, of the Tanners 
Council, will be in a position to present 
this broad market picture, while other 
speakers will devote themselves to the 
retail aspect and those matters which 
bear directly on the evolution of Fall 
fashions. Thus the merchants aitend- 
ing the conference will be able to ob- 
tain a comprehensive understanding of 
what is in prospect for Fall, and they 
will have it sufficiently far in advance 
to enable them to plan their buying 
and promotion in accordance with the 
best available information and think- 
ing in the industry. 


No War Fashions 


[CONTINUED FROM PAGE 23] 


checked surahs plaid taffetas, tie silks 
and prints. Coats with nipped-in waist 
form the largest group. Then come 
loose Summer styles, hanging straight 
without fastening, and for sports and 
travel the swagger or swing styles. 
Necks generally are high for coats, 
suits and dresses, and collars small 
standing bands, turn-overs, or in frocks 
soft self ties, jabots, or cravais. 
Shoulders are only moderately built out 
or extended, while sleeves are short 
one-half the time and long the other. 

In color, the big change concerns 
reds. The bright military reds with a 
dash of yellow in them have made great 
progress, putting the wine reds in the 
background. These, however, may be 
expected to stage a come-back for Fall, 
after the brighter reds have had their 
Summer fling. 

There is a great deal of bright red 
trimming associated with white piqué 
on navy frocks, or with navy braids 
and bindings for grey costumes. Med- 
ium and light greys are pronounced 
in wools. Grey suitings are seen pencil 
striped in pink or light blue. Beige and 
more particularly sand color is enjoy- 
ing high favor in wools. 

Among blues, navy runs through the 
whole day, and other blues are air- 
force, royal, hydrangea and periwinkle. 
In the light blues, Schiaparelli’s “Sleep- 
ing” is outstanding. This shows differ- 
ent nuances in different day and eve- 
ning materials, but the general impres- 
sion is of a strong turquoise shade, 
sometimes definitely greenish. Schiapa- 
relli’s “Pirate” is a warm vivid red and 
is sometimes allied with “Sleeping” 
blue. 

Brown stands well in checks and 
paids, and brown and white prints. 





Rok thirty-six years Buster Brown 
Shoes have been doing the real 
job in the juvenile field for the retail- 
ers who sell them, the mothers who 
buy them, the children who wear 
them. Today Buster Brown is the 


Manufacturers . 
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F12—MOCHA 
FI3—BLACK 


is One of the most popular 
me shoes in the Buster 

vg Brown line—the Tread 
Straight shark-tip oxford. 


best-known, best-loved children’s 
shoe name in America. If you will 
check the illustration above you will 
see eight of the quality features that 
have helped build Buster Brown’s 


reputation. 


NEW BUSTER BROWN SERVICE... 
The 6-Point Fitting Plan for Buster Brown Shoes 
offers retailers the most practical, organized fitting 
service in the children’s shoe business. It capital- 
izes the increasing emphasis on fit and makes 
Buster Brown's quality features mean even more. 
For the complete Buster Brown sales story, write 


Tero. Soe Gompany 


. +» St. Louis 


BUSTER BROWN SHOES 


FOR BOY 


S AND GIRLS 


Also manufacturers of Buster Brown Official Boy Scout 


and Buster Brown 


Official Girl Scout Shoes 
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COLLECTION EFFORTS FAIL 


hy S Merchants ot De 00 
Why Shoe Merchants Should Not Delay T 
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Long in Determining Whether or Not to Bring 





Time Limits on Suits on Your Accounts 
AIDE «co ccivcccs 3 years{Montana .......... 5 years 
BEN sv ccccccscues 6 years | ebraska ......... 4 years 
Eb xsacueeaats 3 years Nevada ........... 4 years 
Arkansas .......... 3 years New Hampshire ... 6 years 
California ......... 4 years New Jersey ....... 6 years 
Canal Zone ....... 4 years New Mexico ...... 4 years 
| EE 6 years New York ........ 6 years 
Connecticut ....... 6 years North Carolina ... 3-years 
eee 3 years North Dakota ..... 6 years 
Dis. of Columbia... 3 years Ohio ............. 6 years 
a od uce sans 3 years Oklahoma ........ 3 years 
RED .qk.0<'s0 cavee 4 years Oregon ........... 6 years 
DD obeesceteseen 4 years Pennsylvania ...... 6 years 
DEE. atecensse 6 5 years Philippine Islands.. 6 years 
SE dxvcvechewee 6 years Rhode Island ..... 6 years 
DOE wads sieecedcs 5 years South Carolina .... 6 years 
MER \waskdecchoos 3 years South Dakota ..... 6 years 
Kentucky ......... 5 years Tennessee ......... 6 years 
EAD <r cccses 3 years Texas .........005- 2 years 
BED. eéivceccsces © PORE MD 02 asec ecccdciess 4 years 
Maryland ......... 3 years Vermont .......... 6 years 
Massachusetts ..... 6 years Virginia .......... 3 years 
Michigan ......... 6 years Washington ....... 3 years 
Minnesota ........ 6 years West Virginia ..... 5 years 
Mississippi ........ 3 years Wisconsin ........ 6 years 
Missouri .......... 5 years Wyoming ......... 8 years 

Note: In some states the suit is on the account, but in 
others it is on the customer’s implied contract to pay for 
the debt incurred. In Alaska, an account is not consid- 
ered continuous if there is more than a year’s interval 
between items. 


Suit for Collection of Their Past Due Accounts 


by CHARLES BR. ROSENBERG, JR. 











@F course, no shoe merchant wants to sue a customer. 
While there’s still the slightest chance of collecting his 
bill amicably, naturally he holds off going to law. 
There’s the future good will and possible future busi- 
ness from the customer to be considered. If he can 
collect his money and at the same time get further 
business—for cash, let’s hope—that’s fine. 

But, no matter how great his patience, there comes 
a time! Somewhere along the line, if he has not col- 
lected by ordinary methods, the shoe merchant will 
have to decide either to bring suit or else to lose the 
money forever. The time of that decision is not of his 
choosing; it’s prescribed by law. If he does not choose 
to sue, the law makes the decision for him; forever 
after he is barred from legal redress. 

In the legal view of it, the idea is that people should 
not be suddenly confronted by lawsuits for debts they 
are supposed to have contracted at remote times in 
the past. The long lapse of time, with loss of records 





and departure of possible witnesses, would make it 


_ extremely difficult for a person to defend himself against 


an unjust claim after many years. In view of this, the 
law contemplates that a creditor should not dilly-dally 
indefinitely with his bill before reducing it to legal 
action. So the law has fixed a time limit beyond which 
a shoe merchant cannot sue or have any legal redress 
against a delinquent customer. If he does not start 
legal proceedings before that time limit as set by law, 
he is, in plain language, “out.” 

A customer contracts a shoe bill today, let us say. 
Four years go by, the customer fails to pay and the 
shoe merchant fails to bring suit. If the laws of the 
particular state set four years as the time limit within 
which suit must be brought on ordinary debts or ac- 
counts, the customer would never have to pay if he 
didn’t want to voluntarily. The shoe merchant could 
never thereafter successfully maintain legal action 
against him, regardless of how well able to pay the 
customer might be. 

The time for bringing suit for a shoe bill begins to 
run from “the time when the right of action accrues,” 
as the law books put it. Ordinarily, this means the date 
of invoice. In most states, the law provides that suit on 
an ordinary debt or so-called “open account” must be 
started within a stated period of time after the trans- 
action and, as above indicated, this is usually inter- 
preted to mean within the stated legal period after the 
date of sale or invoice. 

Where a shoe merchant has been selling to a customer 
over a period of time, there will, of course, be different 
dates on which there have been sales of different items. 
For example, there may be one sale to the customer 
on credit in February, another in June, and still another 
in November. Again, it may happen that there have 
been recurring transactions with the same customer 
over a period of three or four years, or longer. 

Under such conditions, the law contemplates that all 
the charges for the items thus sold at these various 
times constitute a running account to the extent that the 
customer owes the shoe merchant the total ef the items 
which he incurred at the various times of purchase. 
It would, of course, be ridiculous to require the shoe 
[TURN TO PACE 46, PLEASE] 
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SURE SIGNS OF Soug 


WHEN FEET BEGIN TO YELL 


FOR Eetea Goecial ATTENTION 


This is the time 
when FREE-TREAD 
Shoes are appre- 
ciated by mer- 
chants who have 
problem feet to fit. 


POST THIS CARD 
IN YOUR WIN- 
DOW. IT'S FREE TO 
FREE-TREAD 
STORES AND DE- 
PARTMENTS. 


\ 


Tris customer was fitted with FREE-TREAD #489K—carried 
IN-STOCK complete at Rochester in Black Gabardine, Patent 
Trim, and Blue Gabardine, Calf Trim. 

WRITE FOR CATALOG 


W. B. COON COMPANY 37 caNat street, RocHEsTER, N. Y. 


47 West 34th St... New York City 7 1800 Republic Building, Chicago, Ill. 
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OSTRETCHABLE SHOES | | 


for every costume | 








and every occasion 





WALKING 








Laseyo ...THE MIRACLE YARN THAT MAKES THINGS FIT 


An elastic yarn manufactured exclusively ff Thy by United States Rubber Company 
Rockefeller Center Wwe New York City 
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The Miracle Yarn long since has marched clear across 
the fashion board on millions of happier feet. 


Today there are shoes made with “Lastex” yarn for 
every costume and occasion, in the established price 


ranges, made by cop flight manufacturers. 














For models, samples and prices on 
all types of shoe materials, fabric 
or leather, made with “Lastex”’ 
yarn, apply to ALFRED VAMOS, 
the inventor of stretchable leather, 
406 Marbridge Bldg., New York 
City. For booklets and general information on 
the uses and advantages of “Lastex’’ yarn in 
any other type of apparel or accessories write 
to the address on opposite page. 
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This stretch technique adapts itself with equal facility 
to every trade wind of fashion, to fabric or leather, 
open or closed toe, high or low or wedge heel. 


To each type and style of shoe “Lastex” yarn contrib- 
utes some heaping measure of new value in fit and 
comfort, in simplified design or in elimination of 


gadgets. It gives footwear the modern touch. 


New ideas, new materials, new patterns enthusiasti 
cally adopted by scores of the leading manufacturers 
in all fields foreshadow the steadily increasing de- 
mand for the stretchable shoes that no woman ever 


gives up after she has once known their advantages. 
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SALESMAN Says 


Three years ago my firm began advertising in Boot and Shoe 
Recorder and my sales began to climb. 


Merchants didn’t always say they ‘saw our ad,’ but there was a 


powerful influence at work to make our shoes stand out and make 


our product more readily acceptable. 


A year ago this advertising campaign was stopped and almost 
immediately my sales began to drop. 


I’ve always supposed that indirect results were possible from ad- 
vertising, but I, in my territory, got D/RECT results. 


Now it’s embarrassing when a merchant asks, ‘What’s happened 
to your advertising campaign?’. 


With competitive conditions such as 
they are I need every bit of sales 
stimulus I can get, and Boot and Shoe 


Recorder advertising was a big help.ee 





Primarily you are interested in the mer- 
chant’s buying power, but his Selling Power 
is really what counts. Your Recorder adver- 
tising does help his sales people to do a more 
informative, a more intelligent job at the 
Point-of-Sale, the Fitting Stool. 
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TWINLASTIQUE is no stranger to 
women. It is the same lovely fabric 
that has won Flexees a piace in 
feminine esteem in “The World's 
Loveliest Foundations.” It is the 
same fabric that has spoken to 
women from thousands of adver- 
tisements—from coast to coast—at 
a cost of over a million dollars. It 
is the same superior fabric whose 
name women immediately associ- 
ate with loveliness and beauty, 
wear and comfort. That is why 
TWINLASTIQUE not only enjoys the 
favor of millions of women, 
but also enjoys their allegiance. 


You can now transfer this allegi- 
ance to your footwear and share 
this favor. As a backing fabric 
TWINLASTIQUE always remains 
true to the last — increasing the 


on. 


V2 


A BEAUTIFUL Cytiiint FABRIC 


COMES THE FOUNDATION FOR 


wearing quality as well as en- 
hancing the beauty of the shoe. 
As a surface fabric it excels by 
virtue of its numerous rich and 
lavish patterns — such as are 
known only tq the practised hand 
and sure skill of a corset maker. 


TWINLASTIQUE acquires a heritage 
of quality from the uncompromis- 
ing Flexees standards. It is a 
Flexees product all the way from 
the spinning of the thread to the 
designing of the pattern, the weav- 
ing and dyeing of the fabric; all 
performed in Flexees’ own mills to 
insure controlled, uniform quaiity. 


Give your shoes the benefits and 
added stimulus of this established 
reputation. Send us your inquiry 
today for complete information. 


TWINLASTIQUE PRODUCTS 


Division of Artistic Foundations, Inc. 
417 FIFTH AVENUE e NEW YORK 
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business. 


brackets we suggest 


MISS VIRGINIA 


Dressy, Fully Styled, light weight, 
Littleways close edge, long wearing. 
17 styles. 


B—C-—-D 
8% to 12.. 
12% to 4 


POWHATAN 


Misses’ and children’s Goodyear welt 
The best shoe we know near the price. 


26 styles. 
B—C—D 
OD Qh Bars depnetene ev sboccass $1.57% 


the shoe store. 





PLAY POISE 
HEALTH 
SHOES 


The only feature shoe 
with ten distinctive 
features that we 
know of to retail at 
less than $4.00. 





Virginia Shoe» 
“IN STOCK” 


The two most important words for after Easter 


In misses, children’s and boy’s shoes in popular price 


“If vou don’t have *em, you can’t sell °em”—The first law of 
Size up with Virginia. 
shipment the day we get the order. 

Our spring catalog “Tells All.” 


VIRGINIA SHOE COMPANY 


FREDERICKSBURG, VA. 
MANUFACTURERS 


GUIDE RITE 


Keal boy's shoes, Goodyear welt, bend 
soles, solid inners, fine upper stock, 
masculine, good fitting lasts, sturdy 
and dressy 16 styles. 


Tan Elk—-Water Buffalo Tip 


dD 
81.50 
. 157% 


B+ 
8 amie 4¥ee 
12 St aan otteed 


Our record: 98% 


Send for it 














Shoes Play Important Role 
[CONTINUED FROM PAGE 21] 


and periods of the day under the desig- 
nated headings of “Good Morning,” 
“Be a Sport,” “Let’s Go Calling,” “It’s 
Rather Cool,” “You Could Come for 
Tea,” and “We’re Going Down Town.” 

The Selby Shoe Salon had the exclu- 
sive footwear showing and took an ac- 
tive part in the fashion review. Over 
100 pairs of shoes were presented. 
Osborne C. Miller, who came to the 
store as manager three months ago, 
after nearly six years at Burdine’s in 
Miami, took advantage of the oppor- 
tunity to promote Selby’s Tru-Poise, 


Styl-Eez and Arch Preserver shoes 
with special emphasis on the style 
lines. é 

The store employed McCann-Erick- 
son, Inc., Cleveland, to handle adver- 
tising and publicity in conneciion with 
the show. Three Cleveland radio sta- 
tions were used for two days previous 
to the show asking people to view the 
Selby footwear as modeled, to pick out 
the Spring shoes they like best and to 
try them on at the store. Newspaper 
advertising before the show likewise 
focussed public attention on the event. 
After the show was over the store ran 
advertising copy to report the great 
footwear reception at the show, while 


calling attention to the fact that the 
same shoes could be seen at the store. 
The preteniious program book, passed 
out at the show, carried a Selby ad as 
well as mention on the schedule as 
exclusive footwear donor. 

According to Osborne Miller, the 
store is pushing style merchandise 
more than ever before and the show 
provided a rich opportunity to promote 
the style lines. The Cleveland store 
itself has just been remodeled with 
new lighting, new decorations, and a 
new handbag bar. The stockroom was 
moved back to provide more merchan- 
dising space in the front. Fancy, in- 
directly lighted niche displays along 
both sides feature individual shoe pat- 
terns. Thus the store iiself has been 
given a new style touch which ties in 
with the style promotion in footwear. 
Favorable store activity followed the 
exclusive showing at the Style Show 
and fashion clinic. 


Profit by Specialization 
[CONTINUED FROM PAGE 25] 


list that is worth dollars and cents. It 
can be invaluable in helping you solve 
business trends in your store. By keep- 
ing your charts up to date and check- 
ing and re-checking them from time to 
time you can “follow” your customers, 
getting a pretty fair idea of why you 
have lost their trade, and finding that 
out you know the exact remedy. For 
example: In April, Johnny Jones took 
a size 11; in September he again was 
fitted to a size 11. Then no more 
Johnny Jones. Why? Perhaps, after 
five monihs during which his foot 
didn’t grow at all, and you naturally 
fitted him with the same size, his foot 
suddenly spurted out in growth, as it 
often does after a stationary period, 
and Mrs. Jones thought you fitted her 
boy to a shoe too small. There you 
have a pretty logical conclusion to work 
on, and now you can do something to 
remedy the situation. 

Of course, there is the accessory 
angle, too. Children’s hosiery, for ex- 
ample. If you have a large children’s 
clientele you can establish these ac- 
cessories which will net you additional 
profits. But first you must have the 
flow of children in and out of your 
store. 

Only brief mention need be given 
such details as decorations, etc., in 
your store to attract children; and also 
the little gifts (rubber balls, inexpen- 
sive toys, etc.) that are given away 
with shoe purchases. All these are 
simply added psychology, but do not 
necessarily have to entail a lot of ex- 
pense. An important item, if it can be 
afforded, is a shoe-fitting X-Ray ma- 
chine, commonly seen in many shoe 
stores. It is not only good psychology, 
but it more solidly establishes your 
store as a place where extreme car? is 
taken with children’s shoe fitting. 

The main idea-we are trying to put 
over here, however, is that of the de- 

[TURN TO PAGE 49, PLEASE] 
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HEAR WHAT AN EXPERT HAS TO SAY 
ON STRETCHABLE SHOES: 





“Tens of thousands of yards...to 
hundreds of leading manufactur- 
ers... and nothing but praise!” 


“This is the amazing record Firestone Con- 
TROLastic has made with us .. .” says Ralph 
Freydberg of the Acme Backing Corporation. 

You see we specialize in leather and fabric 
backing and we have served the best makers in 
the shoe field for over 25 years through our 
two plants in Brooklyn and St. Louis. There- 
fore, every material we use must be of the high- 
est quality. That’s why we prefer Contro-astic 
for stretchable shoes. 

Before reaching this decision, we tested all 
three basic forms of elastic thread . . . square, 
round, multi-ply. We found Controtastic’s in- 
genious multi-ply construction the one best 


suited to withstand the constant strain of long, 
hard wear without losing its elasticity. In our 
estimation, it is the perfect “shoelastic.” 

In the past few months, we have supplied 
hundreds of leading shoe makers in the United 
States and even abroad. Our yardage has run 
well into six figures — without a single com- 
plaint. 

We will be glad to consult with you on any 
problem dealing with stretchable shoes ... and 
believe us, you will never have trouble if you 
insist upon CONTROLastic. 


ACME BACKING CORPORATION 
Brooklyn and St. Louis 


NOW ... FOR STRETCHABLE SHOES...IT’S 


Firestone e 


TRADE MARK 


The only Elastic Yarn using Nature's 
Method of Multi-Ply Protection 


FIRESTONE RUBBER & LATEX PRODUCTS CO. 
Fall River, Mass. + Empire State Bldg., N.Y. (Phone LO 5-2835) 
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If Collection Efforts Fail 


[CONTINUED FROM PAGE 38] 


merchant to bring a separate suit for each particular 
item or sale and even more absurd to require that the 
time limit for suit should be calculated separately from 
the date of each individual invoice. The rule is that 
where there is a continuous open account, the time limit 
for bringing suit is to be calculated from the date of 
the last transaction. Ordinarily, this means that the 
shoe merchant may calculate his legal time for bringing 
suit from the date of the last item of charge or credit. 

This last mentioned rule of law, by the way, may 
prove very helpful to the shoe merchant, where the 
legal time limit computed from the date of the last 
transaction has expired. If the customer can be induced 
to make even a small payment on account or if he makes 
even a small purchase to be charged to his account, 
either is a sufficient transaction in the eyes of the law 
to bring the whole account back within legal reach to 
the extent that the legal time limit for bringing suit may 
be calculated anew from this payment or purchase on 
the account. 


Better Grade Shoes Prevail in Early 
Spring Buying 
Kansas City, Mo.—Wedge heels and sport shoes 
combined with better grade merchandise in the upper 
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price brackets will be the leaders in one of the best 
years this vicinity has ever witnessed in shoe sales, 
according to a mid-March survey. 

Although inclement weather has prevented early 
1940 months from showing strong volume gains over 
1939, the few sunny days have brought a rush of busi- 
ness with higher unit prices prevailing, the Kansas 
City shoe retailers said. 

“Customers here are now getting the idea that sport 
shoes can well be worn at times other than the Summer 
months,” according to Jack Schroeder, J. J. Schroeder 
Shoe Co. “We have had the best early month’s sport 
shoe business in our history. Most of our customers 
want them well but not too faddishly styled. For men, 
antiqued calf in the more expensive lines with heavier 
soles, seems slated to be a favorite for the next few 
months.” 

“Wedge heels began to get good sales late in Febru- 
ary,” according to Clovis Saunders, of Woolf’s women’s 
shoe department. “Whites and lighter colors are selling 
best with this new heel. Blue and black gabardines and 
black patents have been the largest sellers to date.” 

“Play and sport shoes in the better grades are going 
to be heavy favorites with the women through the 
Spring and Summer,” according to A. G. Felkner, 
Rothschild’s. “Sandal type shoes are getting the most 
attention at present. And the most promising note of 
the year is that women are doing less looking and 
more buying.” 





NationaLty Apv 


FOR 


Other Du-Flex designs in Gristle, GumSar and Crepe 
are adding a point of sole interest to many a famous 
line — a point of added value too. All have a superiority 
in the rubber — and all are yours for the asking. It will 
pay you to specify Du-Flex Rubber Soles. 


THE NAP 


tough and fibrous witls velvety 
tred — for sports and utility 
shoes — featured in Vogue, 
March 15. 


THE ROPEE 
light in weight, yet tough as a 
halyard—a combination of 
GumSar and Crepe— advertised 
in Mademoiselle, April. 





AVON SOLE COMPANY. Avon, 


Massachusetts 
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A new type of slack oxford featuring 


@ Genuine Willow Horsehide, air 


corded in an attractive manner 


@®DIAMOND BRAND FAST 
COLOR EYELETS, in richly 


contrasting color DIAMOND BRAND 


ALUMINUM “INVINCIBLE” ROLL SETTING 
@ Edges in leather binding FAST COLOR EYELETS 


UNITED FAST COLOR EYELET COMPANY BRANCH 
(UNITED SHOE MACHINERY CORPORATION) 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 





Hide Futures Decline 


On Peace Talk 
By SHELDON CLARK 


New Yorxk—Rumors of possibility of 
settlement of the larger European war, 
following the Russo-Finnish peace, 
drove hide futures last week 36 to 63 
points lower on the New York Com- 
modity Exchange. 

Losses were common to all raw com- 
modities affected by news :'rom Europe. 
Of 14 raw commodities, 11 declined, 
three were unchanged, none advanced. 
In reflection of this, Moody’s index of 
spot prices dropped to 157.1 from 159.1 
on March 9. Dow Jones index of com- 
modity futures at the week end was 
58.35, off 1.3 from 59.38 the week ended 
March 9. 

Hide traders paid % cent per Ib. 
higher for about 20,000 hides in the 
Chicago market early in the week, but 
the decline in hide futures in New York 
on the peace news checked any further 
demand for actual hides. Light native 
cowhides at Chicago were last quoted 
at 12% cents per lb. nominal—off % 
cent from the previous week. 

“Considering that the business curve 
was slowly rising for approximately 
three months before the outbreak of the 
war in central Europe,” the Wall Street 
Journal this week commented, “it is not 
unreasonable to suppose that the largely 


BOOT anv SHOE RECORDER, March 23, 1940 


THESE FEATURES DISTIN 


MATCHING TEXTURES AND 


GUISH — 


$ AND QUALITIES 





fictitious impetus which the invasion of 
Poland gave industrial production here 
has now been eliminated.” 

Sharpest drop in hide futures oc- 
curred Friday. Selling by professionals 
uncovered some stop-loss selling, which 
in turn set off a large volume of out- 
right liquidation by speculative sources. 
The downward trend continued Satur- 
day. Volume for the week amounted to 
925 contracts or 37,000,000 Ibs. on the 
Commodity Exchange for the week, 
compared with 622 futures contracts or 
24,880,000 Ibs. traded the week before. 

Early this week losses were held to 
1 to 3 points despite continued heavy 
commission house selling, largely be- 
cause of short covering and trade de- 
mand. Trade buying of futures was 
believed to be largely anticipatory 
hedge lifting, because few hides were 
actually reported sold in the resale mar- 
ket to tanners. Hide dealers will occa- 
sionally cover their short position in 
futures after a break in the market, 
even though the actual hides have not 
been sold. 

Early this week, tanners had not yet 
accepted any hides, although offering 
prices, particularly in the resale mar- 
ket (as distinct from the packers’ mar- 
ket in Chicago), were lower. 

Tanner reluctance to buy raw hides 
followed another dull week in both the 
upper and sole leather markets. Light 
cow crops were last quoted at 33 cents 


per lb. in the Boston sole leather mar- 
kets, off 1 cent from the previous week. 
Last nominal prices at Boston on upper 
leather, with comparisons follow: 

Colored side of elk leather, No. 2 
grade, large spread, 22 cents per square 
foot, off 1 cent. 

L weight of women’s colored calfskin 
leather, average B and C grades, 40 
cents per square foot, off 1 cent. 

Heavy-medium weight of men’s black 
calfskin leather, average B and C 
grades, 43 cents, up 1 cent. 

Heavier weights of calf leather held 
steady to higher, while cowhide leathers 
were lower. Tanners pointed to the 
fact that, while cowhides were lower, 
raw calfskins advanced. Chicago packer 
heavy northern calfskin was last bid at 
27 cents per Ib., up % cent. 


Foreign Trade 


The United States may be buying 
supplies of hides—as well as other com- 
modities—for transshipment to the 
Allies, just as Russia is believed to be 
doing for Germany, figures released this 
week by the Commodity Exchange indi- 
cated. The exchange quoted the Bureau 
of Foreign and Domestic Commerce for 
a very substantial increase in the re- 
export trade of nearly every class of 
hides and skins during the last four 
months of 1939 over the same period 
of the year before. These gains were 

(TURN TO PAGE 56, PLEASE} 
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Profit by Specialization 
[CONTINUED FROM PAGE 44] 


tailed chart. It gives the sale a per- 
sonal effect—making every customer 
feel like a special customer, and not 
just another one. Parents eventually 
get to realize and appreciate that you 
have a complete record of their chil- 
dren’s feet and shoes over a period of 
years. They wouldn’t even think of 
purchasing their children’s foovwear 
elsewhere. They become established re- 
peat customers upon whom you can 
depend year after year. That’s build- 
ing a business. It eliminates shoe buy- 
ing, once in this store and once in 
another. It gives you a grip on your 
customer. 

And lastly, it is natural that parents 
come in wiih their children to buy the 
young ones shoes. If yours is a family 
shoe store then you have the advantage 
of having the parents in your store 
more frequently. What is more natural 
for them to likewise become established 
customers for their own shoes in your 
store? So there you are killing two 
birds with one stone. 

Every good business man knows that 
the key to building up a business is 
establishing confidence in the customer. 
That is the plan we’re aiming at here 
—to establish confidence in the parents 
that their children will be fitied with 
more care and interest than elsewhere. 
The chart, as described, is one of the 
most powerful ways to do it. You can 
add whatever you wish to the details 
outlined here. The important thing is 
to show Mrs. Jones that Your Shoe 
Store has Johnny’s foot and shoe rec- 
ord in its files, and when Johnny gets 
a new pair of shoes there’s no other 
shoe store in the whole world except 
Your’s that can fit him as carefully 
and as well. 


Dunlop Opens New 
Hartford Store 


HartTForp, Wis.—R. J. Dunlop, well- 
known foot specialist, has opened a 
new store in this town, which, if suc- 
cessful, will be the first in a small chain 
of such stores in this territory. 

The new store, known as Dunlop’s, 
The Hartford Shoe Store, is designed 
in the modern manner with chromium 
fitting chairs, upholstered in ivory and 
green to match the interior trim. 

Dr. Dunlop has fitted out an office at 
the new store where foot treatments 
will be given two days a week. Paul 
Bouer is resident and associate man- 
ager of the new store. 


Farmington Store Reopened 


FARMINGTON, N. H.—The retail shoe 
establishment in the Hussey block on 
Main street, formerly known as 
Floyd’s, has been reopened under the 
name of Patterson’s. William L. Pat- 
terson is the new proprietor. 

The store is a leading dealer in men’s, 
women’s and children’s shoes. 








ELASTICIZED 
SHOE SPECIAL 


Here is a beautiful new Fairy Form model designed especially for forming 
elasticized shoes. 


The smart new heel conformation assures quick, easy insertion. The per- 


| fect modeling of the body of the form guarantees perfect forming of fore- 


parts. 


| Blasticized shoes formed with this special Fairy Form model have a neat, 
| slim appearance—free from bulgy waists, gaping heels and upturned tips. 


| 


| 


SIZES—3 2, 4, 42 and 5. 


HEELS—Medium—to fit shoes 16/8 to 20/8. 
High—for extra high heels. 
(We rec d the di heel because it fits 
most shoes—either Cuban or high heel.) 


COLORS—Pearl White for black, blue, brown 
and green shoes. 
Sun Tan Pearl for summer whites. 





Price per pair 
OPEN TOP (W-3006) $2.00 
CLOSED TOP (W-3005) $2.50 


Order a supply immediately to be ready for spring and early summer 
displays. 


SHOE FORM CO. INC. AUBURN, N. Y. 
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WITH E-W FIBRE-SORTED SOLES 
hike Mme 
YOU'D STOP YOUR GRABBING 


w EARFUL FOR 








1 “I was just as disgusted, once, as 
*" you are. That was before a shoe 
clerk told me that soles can be matched 
so accurately that they have equal 
resiliency, equal support for the arch 
and the same trim appearance, even 
after they've been worn a long time.” 
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THIS WEEK IN THE 





SHOE TRADE 


Saturday, March 23, 1940 


National News 





Perfect Details for St. Louis Group Opening 


Arrangements Completed with Commodore Hotel, New York, 
to Display Lines May 5 to 8 on Sixth, Seventh 
and Eighth Floors 


St. Louis—Following a recent de- 
cision on the part of the St. Louis Shoe 
Manufacturers’ Association to hold an 
Official Opening at New York, May 5, 
6, 7 and 8, A. M. Burton, secretary of 
the association, spent a week in New 
York to complete arrangements with 
the Commodore Hotel. The St. Louis 
group has an exclusive option on that 
hotel. Their displays will occupy the 
6th, 7th and 8th floors. 

Through its well-organized associa- 
tion, St. Louis has worked out elabo- 
rate plans for not only promoting the 
opening, but also taking care of the 
comfort and enjoyment of the mer- 
chants who attend. 

The Special Committee just appoint- 
ed and placed in charge of the St. 
Louis Seasonal Opening, is made up of 
W. S. Milius, chairman; H. G. Johan- 
sen, C. L. Hein and A. M. Burton. 

Dealers who plan to go to New York 
for the opening can make their hotel 
reservations through A. M. Burton’s 
office, 1627 Locust Street, St. Louis. 
Those coming from the South and West 
can also have their Pullman reserva- 
tions made through the same office and 
thus be certain of being on the special 
shoe men’s trains that will be coming 
out of St. Louis at that time. 

Complete registration of all shoe 
men attending has been arranged 
through the cooperation of the hotel. 
A special registration desk will be pro- 
vided. Further plans now well under 
way include an attractive advertising 
sticker; it will be attached to all out- 
bound mail of each St. Louis manufac- 
turer for the next four weeks. 

A formal announcement of the open- 
ing will be mailed within a week. This 
will be followed by an attractive invi- 


A. M. BURTON 


Secretary, St. Louis Shoe 
Manufacturers Association 


tation. Mr. Burton states, “The thou- 
sands of merchants interested in St. 
Louis style footwear will find it well 
worth while to plan a trip to New York 
May 5-8.” 


Boston Shoe Club Hears 
Political Analysis 


Boston, Mass.—E. B. Hitchcock, 
news analyst and radio commentator, 
was the guest speaker at a largely at- 
tended dinner meeting of the Boston 
Boot and Shoe Club, held March 13 in 


the Copley Plaza Hotel. Mr. Hitch- 
cock, who is now engaged in writing 
the biography of Dr. Eduard Benes, 
formerly head of Czecho-Slovakia, cited 
the will to win the present war which, 
he says, is a characteristic of all the 
people in France and England, as one 
of the chief points to be kept in mind 
in attempting any forecast of what 
will happen abroad in the near fu- 
ture. The meeting was presided over 
by President Francis B. Masterson. 


Covers South America 
Territory by Plane 


Detroit, MicH.—Raymond A. Wolff, 
export manager of Eagle-Ottawa 
Leather Co., of Grand Haven, Mich., 
is on a 13,000-mile airplane trip cover- 
ing Central and South America and the 
West Indies. 


Cooperative Shoe Education 


KANSAS City, Mo.—Cooperative edu- 
cation in shoe retailing was inaugu- 
rated in this city March 5 by the retail 
shoe dealers of Kansas City at the first 
meeting of the Shoe Forum. This in- 
itial conclave, according to Ivan Cox, 
Robinson Shoe Company, temporary 
chairman of the group, is the begin- 
ning of a series of group discussions 
dealing with the problems of shoe sell- 
ing. 

All persons employed full or part 
time in shoe sales are invited to attend 
the forum. A flat price of $1.00 is 
charged for the entire series. 

Discussion leaders who will lead fu- 
ture forums here are: J. A. and Ivan 
Cox, Robinson Shoe Company; W. S. 
Jackson, Berkson’s; D. S. Cheney, 
Harzfeld’s; Clovis Saunders, Woolf 
Brothers’; T. L. Lyon, Emery, Bird, 
Thayer’s; H. O. Vollrath, Jr., John 
Taylor’s; Ray Lloyd, Sheldon School 
of Salesmanship; and A. G. Felkner, 
Rothschild’s. 
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Detroit Retailers Name New Officers 


Glenn J. Buell Reelected President at Annual Meeting of 
Retail Shoe Dealers’ Association 


Detroit, MicH.—The annual meet- 
ing and election of officers of the De- 
troit Retail Shoe Dealers’ Association 
was held Tuesday, March 12. About 
forty—a fairly representative group of 
local shoe retailers, were present. 

The meeting was opened with a wel- 
coming address by the president, Glenn 
J. Buell. Election of officers followed, 
presided over by the nominating com- 
mittee: Clyde Taylor, chairman, as- 
sisted by Harry Rosenfelt and J. Mac- 
Sweeney. 

Glenn J. Buell, of The R. H. Fyfe 
Co., was reelected president. Other of- 
ficers were Walter Magee, Crowley- 
Milner Co., vice-president; Leonard 
Hack, Hack Shoe Co., secretary (re- 
elected); Adolph Goetz, Russek’s, pe- 
rennial treasurer. 

The following directors were elected 
to serve for three-year terms: Ernest 
Bradshaw, J. L. Hudson Co.; Edward 
Dickson, Dickson Boot Shop; John 
Plunkett, Plunkett Bros., and Robert 
Isberg, Boyd Shoe Co. 

Directors continuing to serve for two 
years more are: Guy Dixon, J. L. Hud- 
son Co.; David Lieberwitz, David’s; J. 
MacSweeney, Treadeasy Shoe Co., and 
Clyde Taylor, Rackham’s. 

Directors continuing for one year 
more are: Herbert Burr, Burr Shoe 
Co.; Nathan Hack, Hack Shoe Co.; 


Walter Magee, Crowley-Milner Co., and. 


Harry Rosenfelt, Sibley Boot Shop. 

Toastmaster for the occasion was 
Walter Magee, the newly-elected vice- 
president. Mr. Magee called on a num- 
ber of those present for brief talks, 
most of the responses to which were 
in a humorous vein but contained many 
vital points. 

A brief talk was given by Glenn 
Buell on the subject of wages and 
hours, with particular stress upon 
wages. A comparison was made be- 
tween the wages paid in the retail shoe 
industry and by other industries in the 
State of Michigan and also in Wayne 
County. The comparison showed that 
the average wages paid in the retail 
shoe industry are very close to the 
highest wages paid in industries in the 
state. 

Two committees were appointed with 
Walter Magee as chairman of the En- 
tertainment Committee, and Guy Dixon 
and J. MacSweeney as assistants. 

Plans are to be formulated for the 
next party to which the shoemen will 
invite their wives. No definite date has 
yet been set. The Annual Shoemen’s 
Pienic was referred to this committee 
for action. 

Guy Dixon was appointed chairman 
of the Program Committee to work out 
details of the various programs of 
meetings for the coming year. 

A report was given by D. W. McNab, 


who is chairman of the Spring Foot- 
wear Promotion Committee, on the pub- 
licity campaign to date. 

The Association is continuing its 





Dates to Remember 


Monthly Showing Shoe Travelers As- 
sociation of Chicago, Hotel Mor- 
rison, Chicago, Ill...March 25, 26, 1940 

Official Opening of American Leathers 
and Style Conference for Fall, 1940, 
Waldorf-Astoria Hotel, New York. 

April 1, 2, 1940 

Monthly Showing’ Michigan Shoe 
Travelers Association, Hotel Statler, 
Detroit, Mich. .........- April 1, 2, 1940 

Buffalo Shoe Style Show, Buffalo 
Shoe Travelers Association, Hotel 
Statler, Buffalo, N. Y., April 14, 15, 1940 

Fall Style Opening St. Louis Shoe 
Manufacturers Association, Hotel 
Commodore, New York 

May 5, 6, 7, 8, 1940 

Quality Footwear Fashion Showing, 
William R. Parrott. Manager, Hotel 
Biltmore, New York City 

May 6, 7, 8, 1940 

Annual Convention Illinois Shoe Re- 
tailers Association and Illinois Shoe 
Travelers, Faust Hotel, Rockford, 
Illinois June 2, 3 and 4, 1940 

Fourth Annual Fall Style Show, South- 
western Shoe Travelers’ Association, 
Adolphus Hotel, Dallas, Texas 

June 2, 3, 4, 5, 1940 

Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 

June 2, 3, 4, 5, 1940 

Fifth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincinnati, 
Ohio June 9, 10, 11, 1940 

Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 

June 9, 10, 11, 12, 1940 

Annual Boston Shoe Fair, Hotels Stat- 
ler and Parker House, Boston, Mass. 

June 10, 11, 12, 13, 1940 

Annual Convention New York State 
Shoe Retailers Association, Hotel 
Syracuse, Syracuse, N. Y. 

June 16, 17, 1940 

Joint Annual Convention and Shoe 
Show, Wisconsin Shoe Travelers’ 
Association and Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 16, 17 and 18, 1940 

Annual Michigan Summer Shoe Fair, 
Pantlind Hotel, Grand Rapids, 
See SP June 23 and 24, 1940 

Tri State Shoe Mart, Pennsvivania 
Shoe Travelers Association, William 
Penn Hotel, Pittsburgh. Pa. 

July 7. 8, 9, 1940 

Fall Shoe Show Michigan Shoe Travel- 
ers Association. Hotel Statler. De- 
troit, Mich. Jnly 8 and 9. 1940 

Charlotte Shoe Show, Sponsored by 
Charlotte Chamber of Commerce 
and Southern Shoe Travelers, Ho- 
tels Charlotte and Selwyn. Char- 

a July 14, 15, 16, 1940 





drive for new members, several of 
whom were presented at the last meet- 
ing. 


School for Shoe Retailers 
In Rochester 


RocHestTer, N. Y.—Preparations are 
complete for the school for shoe re- 
tailers—a series of seven conferences 
to be held at Hotel Seneca, beginning 
Monday evening, March 25, for shoe 
executives, buyers, owners and their 
assistants. 

To be taught by O. K. Johnson and 
Ira Berman of the Board of Education, 
it will cover the field of merchandising 
principles and practice in relation to 
profits. One hundred invitations to the 
first conference went out this week. 
Here is the complete program: 

“First series: PRICE POLICIES 
AND PROFITS. 

“There is nothing complicated about 
the theory of pricing, but difficult prob- 
lems face the merchant when he tries 
to put theory into practice. 

“In retailing the relentless and never- 
ending fight between black and red is 
most often fought on the battlefield of 
price. Every year thousands of re- 
tailers fall, mortally wounded, in this 
warfare. More of them are mowed 
down by failure properly to price their 
stock than by any other single cause. 

“PROBLEM 1: How shall we deter- 
mine retail prices? 

“PROBLEM 2: How shall we figure 
prices to secure a desired markup? 

“PROBLEM 3: What are the causes 
of markdowns, and how shall we con- 
trol them?” 


MERCHANTS ARE ASKING THESE 
QUESTIONS: 


1—Is it possible to secure a planned 
profit this season? 

2—What price policy shall I follow 
in a period of rising market? 

3—What is likely to be consumer 
reaction if I raise prices in proportion 
to increasing costs? 

4—In determining prices, what per- 
centages shall I include for cost of do- 
ing business, inevitable markdowns, 
and desired profits? 

5—How does departmentization help 
toward the solution of the price and 
profit problem? 

6—What base shall I use in figuring 
markup this season? 

7—Will price lining help my profit? 

8—Should I consider marketing any 
merchandise at less than real cost? 

9—What is the relation of my dis- 
count terms and dating to probable 
profits? 

10—In facing these problems, how 
much consideration should I give to 
competition and to possible cooperation 
of other merchants? 

11—May I get any suggestions re- 
garding common sense merchandising 
procedure by checking predictions of 
business conditions in the coming sea- 
son? 
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“Second Series: ACCOUNTING IN 
RELATION TO PROFITS. 

“Problem 1: How can our account- 
ing system aid us in management? 

“Problém 2: Why are inventories ne- 
cessary and how shall we take them? 

“Problem 3: How does improved con- 
trol of costs affect our profits? 

“Third Series: INFLUENCE OF 
BUYING TECHNIQUE ON PROF- 
ITS. 

“Problem 1: What are our purchas- 
ing problems and what preparations 
shall we make for buying merchandise? 

“Problem 2: What procedure shall 
we follow in carrying out our buying 
policies? 

“Fourth Series: MERCHANDISING 
METHODS THAT AFFECT PROF- 
ITS. 

“Problem 1: Stock control. How far 
may we go in planning merchandise 
stocks in advance, setting up a model 
stock list, controlling purchases, and 
using unit control to reduce markdowns 
and increase turnover? 

“Problem 2: Stock turnover. How 
shall we use our turnover rate to mea- 
sure our efficiency in retailing, and 
can we secure a higher stock turnover 
without buying in small quantities and 
reducing inventories? 

“Problem 3: Planning sales and ex- 
penses. How may we forecast probable 
trends of business, set up budgets of 
costs and sales, and make practical 
use of them to assure planned markup? 

“Fifth Series: ADVERTISING AND 
DISPLAYS THAT BOOST PROFITS. 

“Problem 1: Sales promotion. What 
activities may we utilize to encourage 
customers to buy our merchandise and 
thus increase our sales? 

“Problem 2: Retail store advertising. 
What advertising methods may we 
adopt to help sell our merchandise by 
increasing the demand for it and at- 
tracting customers into the store? 

“Problem 3: Window display. How 
may we make most of the advertising 
and selling advantage of our windows 
to sell more goods by giving customers 
the right impression of our store and 
its merchandise? 

“Problem 4: What are the most im- 
portant things we can do with our 
point-of-sale displays to increase sales 
by presenting our merchandise attrac- 
tively, thus arousing the interest of 
customers and making them feel that 
they should buy our goods?” 


Features Men’s and 
Women’s Lines 

St. Pau, Minn.—Roy T. Sorensen 
has purchased the stock, fixtures and 
good will of Sorensen’s Shoe Stores, 
Inc., of this city. Children’s shoes, slip- 
pers and sundry family shoe store items 
will be discontinued, and shoes for men 
and women will be carried in the new 
store at 19 West Sixth Street. These 
shoes will be semi-orthopedic shoes 
manufactured by the Field and Flint 
Co., being featured for men. A similar 
grade will be added for women. 
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Boys Crowd Store to See Flying Film 


The Miller Bros. Department Store, Chattanooga, Tenn., entertained over 400 
boys recently, members of the store’s Skyrider Pilots’ Club, at a showing of the 
Eastern Airlines’ “Flying Fisherman” movie and also the film “Skyriders On 
Parade”. Present at the showing were, left to right, seated: Vincent Fisher, sales 
representative of the Skyrider line; Captain J. S. Charles, Eastern Airlines; Lieu- 
tenant John Ball, head of the Skyrider Club of America; Walter C. Roose, sales 
manager of the Belle Meade Shoe Co. Standing, left to right: Nelson Krepps, 
radio station W APO; Dr. Fadley, foot specialist of Miller Bros.; E. P. Schlesinger, 
Miller Bros. shoe buyer; J. L. McCollum, men’s shoe department of Miller Bros. 





Fifth Charlotte Shoe Show 
To Be Held July 14-16 


CHARLOTTE, N. C.—The Fifth Semi- 
Annual Charlotte Shoe Show Commit- 
tee has announced formal plans and 
dates for their next shoe convention, 
which will be held July 14, 15 and 16 
at the Hotels Charlotte and Selwyn. 

Al Bechtold of the Charlotte Cham- 
ber of Commerce has again been se- 
lected by the Southern Shoe Travelers’ 
Association, which is sponsoring the 
event with the Chamber of Commerce, 
to act as show manager and make all 
the necessary arrangements. This is 
the fourth show that he has handled, 
each with a growth in attendance. 

Mr. Bechtold stated that the plans 
this year will be more elaborate than 
ever before in that every night there 
will be an extensive program of enter- 
tainment. According to the preliminary 
and advance reservations it appears 
now that there will be well over 100 
exhibitors. 

During the January show, well over 
700 registered buyers attended, and 
with this attendance showing under ad- 
verse weather conditions, as was the 
ease then, it is hoped to have well over 
1000 buyers at the July show. 

Preliminary arrangements have been 
made for extensive advertising pro- 
gram so that each buyer will know the 
dates for the event. The Charlotte Shoe 
Show has earned a reputation for being 
an outstanding event, one which is be- 
ing held regularly for the promotion 


and the betterment of shoe industry. 

The following officers will take an 
active part in helping to arrange com- 
mittees for the promotion of this event: 
Southern Shoe Travelers’ Association, 
Jack Croner, president; C. A. Daniels, 
vice-president; C. W. Smith, secretary, 
and R. R. Faircloth, treasurer. The 
Charlotte Chamber of Commerce, C. 
O. Kuester, executive vice-president, 
and Al Bechtold, assistant business 
manager. Other local retailers will be 
named to committees to be announced 
later. 


Shoe Wage Committee 
To Meet April 8 


WASHINGTON — The newly-appointed 
Industry Committee No. 10 for the 
leather industry under the Fair Labor 
Standards Act will hold its first meet- 
ing in Washington on April 8. The 
committee, which is empowered to 
recommend a minimum wage up to 40 
cents an hour for employees in the in- 
dustry, has designated Msgr. Francis 
J. Haas, dean of Catholic University’s 
social science school, as chairman. 


Adds New Men’s Department 


CHICAGO, ILL.—Frey’s Toggery, 2637 
E. 75th Street, has been enlarged and 
remodeled to accommodate a modern 
men’s shoe department. This is the 
first time this shop, a neighborhood 
store, has carried shoes. 
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60 Per Cent Whites in 
Resort Business 


MIAMI, FLA.—With the season reach- 
ing the half-way or peak period, what 
is selling best now in Miami is of in- 
terest because of what the trend points 
toward for next Summer business in 
the North. Jack Dannerhirsch, buyer 
for Richards, has analyzed his sales 
to this point and reports that 60 per 
cent of volume is in white. This is 
running true to Miami tradition, and 
although there is a tremendous amount 
of color in the picture this season, the 
white shoe continues to be most pop- 
ular. White with color trim is also 
in favor and sales here run about 25 
per cent of total. This gives to white 
and white with color the high percen- 
tage of 85. The remaining 15 per cent 
is selling in black, blue, red; pastels 
and multicolors. Red is the most im- 
portant color to date; black and navy 
are wanted mostly for travel wear, and 
it is a little early for the Northbound 
exodus. Blue and patent is a good 
combination, and in the pastels popu- 
larity runs to blue, pink and yellow in 
the order named. There continues to 
be a demand for multicolored shoes— 
a shoe which is practical because it 
may be worn with so many costumes. 


Opens New Boston Salesroom 


Boston, Mass.—The James T. Keat- 
ing Company, manufacturers of cut 
soles for women’s shoes, recently opened 
a new salesroom for the convenience 
of New England customers at 210 Lin- 
coln Street, Room 203. This company 
formerly had its Boston office at 43 
South Street. The general office and 
factory are at 16 Macallen Street, 
South Boston. 


Promoted to Manager 


HARRISBURG, PA.—Howard Glazier, 
assistant manager of the Mary Jane 
Shoe Store in Harrisburg, has been 
promoted to manager of the Mary Jane 
Store in Shamokin. Mr. Glazier has 
been affiliated with the firm for the past 
several years. 
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Campbell Returns to 
Conrad Shoe Co. 


NortH ABINGTON, Mass.—Alexander 
F. Campbell, one of the shoe industry’s 
most popular salesmen who has been 
identified with medium-priced men’s 
lines for many years, has returned to 
the sales staff of the Conrad Shoe 
Company, here, where he will again 
cover his former territory, succeeding 
John F. Fox, who died recently. 


ALEXANDER F. CAMPBELL 


“Alec,” as Mr. Campbell is famil- 
iarly known to the trade from coast to 
coast, returns to the Conrad sales staff 
after serving in a similar capacity with 
the Walter Booth and Curtis shoe com- 
panies. His knowledge of footwear ex- 
tends much farther than his contact 
with the trade, for he possesses a keen 
insight into the styling and detailing 
of men’s shoes and of leathers that has 
enabled him to be of much help to re- 
tailers and buyers in his territory. 

Mr. Campbell starts on his first trip 
on April 1 over a territory that he pre- 
viously covered for more than 15 years 
for the Conrad Shoe Company, of which 
D. F. Quigley is president. 


Specializes in Fitting 
Children 

Kansas City, Mo.—Specializing on 
getting babies and children started in 
the correct type of shoes is a new ven- 
ture in the shoe business in this city 
that is attracting wide attention from 
retailers in this district. Dorothea 
Crisco, formerly with Famous-Barr in 
St. Louis and the Health Spot Shoe 
Stores, operates the business under the 
name of “Dorothea’s Bootery.” It is 
located in the Harris Baby Shop in 
this city’s Country Club Plaza business 
district. 

Miss Crisco, who is a graduate of 
the Orthopedic Institute of Danville, 
Ill., believes that this type of retailing 
demands extended research, particu- 
larly in the designing of better shoes 
for children. 

Merchandising is based on the policy 
that over 90 per cent of babies have 
normal feet at birth, and the parents 
ean’t begin too soon to purchase the 
correct shoes to keep these growing feet 
normal. Properly designed and con- 
structed shoes are of vital importance 
from the very first, she says. 


Asks Bids on Army Shoes 


Boston, Mass.—The Boston Quarter- 
master Depot is advertising for bids 
covering the manufacture of 40,334 
pairs of garrison shoes for the enlisted 
personnel of the United States Army, 
and 54,252 pairs of service shoes, also 
for the use of the regular Army. Bids 
will be open March 25. 

In the case of the service shoes, speci- 
fications formerly enforced have been 
changed in several particulars — the 
most important being the substitution 
of whole rubber heels for full leather 
heels and the use of a softer tannage 
of upper leather. 

Half-inch rubber heels are also per- 
mitted on the garrison shoes, and the 
instructions regarding lasting allow- 
ance have been changed to read that 
“shoes shall remain on the lasts three 
days or more, if necessary, to thor- 
oughly dry the counters and sole 
leather.” 











—If the Man at the Fitting Stool 
is enthusiastic about your line, 
it’s a Safe Bet that he will pass 
this enthusiasm on to his cus- 
tomers—the public. 
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Originality of today’s style 
leaders calls for. maximum 
versatility in machinery. 
Wedge heel types in all 
heights — high — low — or 
medium — are successfully 
and economically manufac- 
tured on U/C Cement Sole 
Attaching Equipment. 






=¥ 


oe \ 








ee emee e 






Pon 






1940. at Tahiti Be Beach, Florida 
SS - 





a ee 


UNITED SHOE MACHINERY ‘CORPORATION _ 


gts 


BOSTON, MASSACHUSETTS er 


MOTHER’S SEARCH for a practical intermediate 


shoe for Baby can end in your store. Baby Deer Play 
Moccasins are made the Genuine Moccasin way, eliminating 
countless irritating seams and stitches inside the shoe. They're 
built to take the bumps for active feet and help tiny muscles 
bear the strain that’s put upon them. They're Sanitized, too 
.-. that makes them bacteriostatic and keeps little feet fresh 
as a daisy in spite of all the soiling of a normal youngster. 
The No. 700 Baby Deer Play Moccasin of sturdy white Elk leather, in sizes 3, 4 


and 5, retails for $2.00 per pair and costs you $1.20 F.O. B. St. Louis, 5%-10 days 
EOM, 30 days net. Each pair is packed in « sparkling transparent 


Vue-Pak container. 


Write for complete catologue today! TRIMFOOT, 4060 Forest 7 
In Cawada: 49 Sanford Ave. So., \ 


Park Bivd., St. Louis, Mo. 
Hamilton, Ontario. 


BABY DEER PLAY MOCCASINS 
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HELP? 


Consult the CLAS- 
SIFIED PAGES of 
Boot and Shoe Recorder. 


“Road” and “Inside” Men turn 
to these pages for worthwhile 
connections. 


INEXPENSIVE! 
EFFECTIVE! 


BOOT AND SHOE RECORDER 


Classified Advertising Dept. 
239 W. 39th St., New York, N. Y. 
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Hide Futures Decline 
[CONTINUED FROM PAGE 48] 


especially notable in cattle hide ship- 
ments, dry hide re-exports increasing 
over four times in the number of pieces, 
seven times in weight and five times in 
value. The bulk of this gain was made 
in re-exports to Canada (doubtless for 
war shipments to England). An im- 
portant volume of wet hides were re- 
exported to France. Most of the hides 
originated in Argentina. 


South America 


Sales in the Argentine market of 
hides all went to Europe, according to 
trade reports. European nations con- 
tinued to pay steady prices thus keeping 
Buenos Aires packers in a well sold up 
position. Standard frigorifico steerhides 
last traded at 100 pesos or 14% cents 
per Ib., which is not far below the war- 
time high in South America of 105 
pesos. 


Slaughter 


Supply of hides in the United States 
continued in February to run ahead of 
1939, the Commodity Exchange re- 
ported. Federal inspected slaughter for 
the first two months of the year aver- 
aged 771,233 monthly. This compares 
with an average of 707,014 head 
slaughter monthly in the corresponding 
period of 1939. 


Good Turn Results in 
Growing Business 


RocHESTeR, N. Y.—Regardless of 
what may have been the goal of the 
hero of a popular song, a Rochester 
“Shoe Shine Boy” seems to be on the 
way to making big business out of his 
new occupation. 

This is how it started: Two days 
before Christmas, Raymond V. Myers, 
superintendent of- the Rochester Gas 
and Electric Building, saw a boy of 
17 in the lobby, waiting to get warm. 
His shoes were five sizes too large; he 
was poorly clad. 

The boy said he was Proctor Bohling 
of Wolcott, N. Y., but there wasn’t 
enough money to provide for his par- 
ents, five brothers, three sisters and 
himself and so he came to town to 
sell Christmas cards. 

Desperately poor, he managed to earn 
enough to stay in a cheap lodging 
house room, but suffered much from 
cold. 

Myers recalled that, a few days be- 
fore, he heard Herman Russell, presi- 
dent of the Gas and Electric Corpora- 
tion, say he wished a good boy who 
needed a job would call at his office 
regularly to shine his shoes. 

The immediate future of the boy 
was decided. 

Myers and other employees got busy. 
They arranged with the carpenter to 
build him a strong shoe shine box, pro- 


cured a brush and polish and gave him 
five pairs of shoes to polish as a 
starter. 

Warm clothing was bought for him, 
permission given to “cover” all offices 
in this large building. Bohling, a hand- 
some, smiling lad, was in business for 
himself—and everyone wanted a shine. 

When the route was finished, he de- 
cided to branch out, receiving permis- 
sion to call regularly at offices in the 
14-stery Lincoln-Alliance Bank Build- 
ing with his shoe shine outfit. 

Business was good there, too. A 
persuasive young salesman, he also in- 
duced the superintendent of the ten- 
story Reynolds Arcade Building to 
allow him to include its tenants on 
his route. 

The boy is making money—more 
than ever before in his young life. 
Each day he turns over most of it to 
Myers to be sent to his mother and 
their large family in the farm home. 

“Everything is coming along swell 
now,” said Bohling. “As soon as | 
crack another big building I have in 
mind I am going to hire two boys to 
help me.” 


Store in New Location 


Superior, Wis.—The Tradehom« 
Shoe Store here under the manage 
ment of Arthur Allen, will move short]; 
from 1307 Tower Avenue to more mod 
ern quarters at 1313 Tower Avenuc 
The firm originated in Superior in 1920 
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For the Merchant who would feature 
Juvenile footwear of highest quality, un- 
excelled fit and appropriate styling; 
CHILD LIFE Shoes offer this opportunity 
—truly a “Line of Prestige and Profit.” 
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Brown Meets Early Popularity, But Opinions Differ On 
Acceptance of Color in Shoes by Philadelphia Merchants 


PHILADELPHIA, Pa.—Easter business 
opened up the middle of the month 
and with continued fair weather, pref- 
erably a little warmer, shoe merchants 
look forward to a good pre-Easter vol- 
ume. Early selling has been principally 
in black, many stores say, while others 
find blue running nip and tuck with 
black. A few stores who have been 
promoting brown and backing it with 
good style and size range, report quite 
some early success with this color. A 
dark, staple shade of brown, sometimes 
promoted as “milk chocolate brown,” 
seems to be one of the best versions 
of the brown shoe, retailers who have 
it saying it has a natural demand for 
wear with both the grey and beige 
costumes highlighted in the Spring 
fashion picture this season. Lighter 
browns, turftans and rosy beiges are 
also reported in some demand. A few 
red shoes are also being called for, 
and red trimming such as bows or 
piping on black shoes is popular in a 
limited way. Color as a whole is vari- 
ously estimated as to its importance 
this Spring by shoe men here. Some 
report a demand for colorful shoes, 
while others see little indication that 
it will be big, saying the majority of 
women are matching shoes to the basic 
costume color and adding the color 
accent to their costume in other acces- 
sories. 

Bonwit-Teller reports considerable 
success with their promotion of snake- 
skin shoes in vivid lacquer colors, which 
were given newspaper advertising, a 
front window display and a special 
spot-lighted display setup in the shoe 
salon. Black patent, gabardine with 
patent trim, blue and brown calf and 
wedge shoes have all been good early 
sellers. 

The Blum Store is chalking up con- 
stant and substantial gains in their 
shoe business over last year; January 
and February were both ahead and the 
first quarter is expected to show a nice 
increase. Early Spring successes here 


have been the corset-back shoe, com- 
bined in some models with lattice work 
on the front also, bow trimmings in 
everything from flat tailored bows to 
the flaring “cat’s whiskers” type and 
wedges. 

Geuting’s reports pre-Easter move- 
ment in black patent and elasticized 
gabardine, brown and blue calf, alli- 
gator-grain calf in combination with 
gabardine in black, blue, beige and 
turf-tan. Brown dress shoes are being 
shown here in a dark, staple shade and 
are moving well. Some beige and grey 
is also selling. One-color spectator 
sports types continue in steady demand 
and some wedge-type street shoes are 
selling. 

Dalsimer’s found considerable inter- 


SHOE MFG. CO. 


Milwaukee, Wis. 
Marbridge Bidg., New York 


AND PROFIT” 


est in brown along with early sales of 
Spring black and navy and find they 
have done a lot of extra business due 
to having a style and size selection in 
this color. It has been promoted in a 
chocolate calf in tailored bow pump, 
Sultan toe tailored pump in brown alli- 
gator grain, in a square toe pump of 
brown serge and in “Carnival Brown” 
in gabardine and calf combinations. 
Bow trimming, laced fronts and lattice 
backs, walled lasts and sandalized 
pump styles have also been featured 
here for Spring. Wedge types are be- 
ing shown in high-heeled stilts of blaek 
patent or blue calf combined with elas- 
ticized gabardine. 


Opens New Cleveland Store 


CLEVELAND, OH10—Joseph E. Schloss- 
mann of Rochester, N. Y., has leased a 
store at 1106 Euclid Avenue, Cleveland, 
and has opened a women’s shoe store 
at that location which is in. the center 
of the downtown district. 





Spring Style Display for the Family 


Plenty of styles for the entire family are displayed in this window promotion of 

new Spring footwear by the B. C. Moore & Sons store, Lincolnton, N. C. The 

showing features the George D. Witt line and was designed by E. F. White, display 
manager along the “Steps to Fashion” theme. 
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CURRENT CANCELLATIONS 
FROM ALL TOP GRADE ST. 
LOUIS FACTORIES—AT A PRICE 


While in town see Weil 


M. K. WEIL SHOE CO. 


1326 Washington Ave. St. Louis, Mo, 
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Reopen Enlarged Co-Ed 
Section 


Youncstown, Onto — Lustig’s, 
Youngstown, has reopened their new 
Co-Ed shop, which has been newly 
enlarged and redecorated, with seating 
capacity doubled, specializing in shoes 
appealing to young women. 
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Klaus Elected Indiana 
Travelers President 


INDIANAPOLIS, IND—Carlton F. 
Klaus was elected President of the In- 
diana Shoe Travelers’ Association at 
the annual meeting of the group held 
recently in the Hotel Washington. 


CARLTON F. KLAUS 


Frank M. Brown, outgoing president, 
presided at the luncheon meeting in 
the Chinese Room of the hotel, which 
preceded the election of officers for the 
coming year. Other officers are Ralph 
A. Baker, vice-president; and _ re- 
elected officers are R. F. Grosskopf, 
secretary, and E. C. Smeltzer, trea- 
surer. 

The newly-elected president appoint- 
ed George L. Tovey, E. C. Smeltzer and 
Edward Bayless as a committee to se- 
cure new members and contact all shoe 
buyers in Indianapolis with the pro- 
posal of affiliating with the Indiana 
Shoe Travelers’ Association. The com- 
mittee was instructed to report on what 
progress was made at the next meeting, 
April 13. 

Members of the board of directors 
are George L. Tovey, chairman; and 
Edward Bayless, for a period of two 
years, and Fred Gordon, George 
Hewitt and Arthur K. Joyce, for a pe- 
riod of one year. 


Vacation Trips 


CoLumBus, On1I0—W. T. Dickerson, 
president of the Walter T. Dickerson 
Co., here, and his wife. plan to arrive 
back in Columbus on’ April 1, complet- 
ing a vacation trip of several weeks’ 
duration. The couple left Los Angeles 
on March 1 for Honolulu after visiting 
customers in Seattle, Portland, .Van- 
couver, San Francisco and Los Angeles. 
They left the islands on March 15 plan- 
ning to arrive back home the first of 
next month. 

Also absent from the factory is C. 


FIRST STEPS 
ARE IMPORTANT... 
TO MOTHERS 


Because correct in- 
fant foot develop- 
ment depends upon 
correctly designed 
and fitted Baby 
shoes. 


TO RETAILERS... 


Because the first 
step toward your 
share of this new 
market is to stock 
this specialized line 
mothers are so fa- 
miliar with. 


MRS. DAY'S 





G. Shriner, secretary of the company, 
who, with his family, is spending three 
weeks in Florida. Mr. Shriner also 
plans to be back in the factory by 
April 1. 


Hannigan Named Morse 


Manager 

PorRTLAND, Me.—John P. Hannigan, 
for seven years associated with I. H. 
Morse, Inc., in Portland, has been trans- 
ferred to Lewiston, where he will have 
charge of the Morse Shoe Department 
in B. Peck’s Department Store. 

While here, Mr. Hannigan was as- 
sistant manager of the shoe depart 
ment at Owen-Moore & Co., and be- 
fore that was with the J. R. Libby Co. 
department stores. At Lewiston he 
replaces Hal Phelan, who was trans- 
ferred to Manchester, N. H., to man- 
age the “New Idea” shop for Morse. 


Observes First Anniversary 


SAN FRANcisco, CALIF.—Julius Isreal 
and P. R. Bagmal who opened the sho 
department in the Davis Schonwasse: 
department store are observing thei 
first anniversary in business. This i 
one of San Francisco’s oldest stores 
The shoe department under the presen 
management is proving to be mos‘ 
successful. 
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Send for New 
Spring Catalogue 


[59] 


MIAMI STROLLER 


AT ONCE DELIVERY 


STYLE NO. 1000 


® Genuine Full Grain Leather 

® Luggage Tan Color 

® Cork and Rubber Outsoles 

® Littleway Construction 

®@ Full sizes—Men's 6 to 12 

Style No. 100i—Made with Leather Sole. 


SAMPLES GLADLY SUBMITTED 


THE ARNOFF SHOE CO., [OI DUANE ST., N. Y. C. 





Northwest Retailers Plan for Annual Show 


Novel Promotion Piece Reminder of Convention June 2, 3, 
4, 5, at Spokane—Committee Details Extensive 
Program of Events 


SPOKANE, WaASH.—No shoe man in 
the Pacific Northwest is going to be 
able to say that he didn’t know the 
dates or that he forgot the dates of 
the 1940 convention of the Pacific 
Northwest Shoe Retailers’ Association, 
to be held June 2-5 at the Davenport 
Hotel, Spokane, for the Spokane con- 
vention committee under the general 
chairmanship of Arthur Schulein has 
hit upon a novel invitation scheme. 

The dates are literally going to be 
on the calendars of everyone. A ca- 
lendar for April is now being mailed to 
all the merchants in the Northwest 
states playing up the convention clev- 
erly and emphasizing the dates. It 
will be followed by a second mailing 
next month of a calendar for May, car- 
rying the message farther along; and 
a third calendar will go out in May 
with the convention dates featured as 
the biggest “splash” on the June sheet. 

At a meeting of the convention ex- 
ecutive committee, March 18, careful 
plans were discussed for the first event 
of the convention, which will fall on 
Sunday night, June 2. Otto Warn, of 
Warn & Warn, Spokane, and president 
of the Northwest association, said that 
this opening session will be an infor- 
mal stag party to be held in the Round- 
Up Room of the Desert Hotel. It will 
honor the traveling men and those who 
are at the convention in charge of ex- 
hibits. 

Myron Bennigson, on the staff of the 
Palace Department Store, and publicity 
chairman for the shoe convention, said 
that every effort will be made to assure 
the largest attendance of convention 
delegates at the various displays and 
lines that will be arranged in the 
sample rooms while the convention is 
in progress. It is expected that from 
90 to 100 shoe lines will be shown and 
cash prizes are to be awarded the dele- 
gates for the attention they give these 


displays. Those attending the conven- 
tion will be given cards, and as they 
visit the various sample rooms, the 
salesmen or those in charge there will 
punch the delegate’s card to show that 
he visited that line. Late in the con- 
vention these cards will be collected 
and the delegate with the most punches 
will have the satisfaction of receiving 
a cash award and the exhibitors will 
be glad to know that their shoes were 
looked at by the greatest number. 

“Spokane has established a reputa- 
tion for the entertainment it provides 
convention visitors, and we are happy 
to know that there will be still another 
added feature other than those events 
on our own immediate program for 
June,” said Mr. Warn. “We have just 
received word that the famous Shrine 
White Horse Patrol, that will be one 
of the highlights of entertainment at 
the Portland Rose Festival, will be in 
Spokane on Tuesday, June 4. Plans 
have been completed to have this troop, 
which is one of the finest trained troops 
in the United States, stop in Spokane 
and put on both an afternoon and eve- 
ning exhibition. This will be an added 
attraction for our convention visitors, 
for they may easily go out to the sta- 
dium and see this widely heralded con- 
tingent that comes west from Sioux 
City, Iowa.” 


Purchases Foster Store 


DanBuRY, CONN.—Frank H. Fitz- 
simmons, manager of Foster’s Shoe 
store for the past four years, has pur- 
chased the business from Mrs. Hazel 
J. Foster. 

The business, for many years a Dan- 
bury commercial landmark, will be con- 
tinued under the same name. Mr. Fitz- 
simmons has been an employee of the 
store for the past 10 years and is a 
native of this city. 


Carson-Pirie-Scott Opens 
New Budget Department 


Cuicaco, ILL.—An outstanding addi- 
tion to the Chicago Loop’s retail shoe 
outlets is the new Budget Shoe Shop 
recently opened by Carson-Pirie-Scott 
& Co. The new shop which features 
shoes branded as Carsonettes at $6.50 
and $5, marks the first venture of this 
store in some time with high styled 
shoes at this price range. This also 
becomes the first State Street depart- 
ment store with a large main floor 
woman’s style shoe section. 

The new shop is located as a part 
of a new budget accessories section on 
the first floor of the store. The new 
series of shops in addition to shoes, in- 
clude hats, flowers, gloves, handbags 
and hosiery. Since all are located in 
one spot, excellent opportunities for 
coordinated selling are offered. There 
are also a number of coordinated dis- 
plays of gloves, handbags, hosiery and 
shoes, not only in display cases in the 
shoe section but also in cases in the 
ether departments immediately across 
the aisle. 

The Budget Shop is a complete store 
in itself done in tan and light wood 
with brown leaf tone carpeting. Chairs 
line the walls and are placed back to 
back horizontally across the shop so 
that large numbers of customers can 
be accommodated. Built-in shadow box 
display cases are placed in the walls. 
There are also glass enclosed display 
cases at both entrances. 

Two windows, one on either side of 
the street entrance, will be devoted to 
shoes in this department. One features 
the $6.50 shoes and the other, the $5.00 
line. 


Resigns as Manager 
To Open Store 


Stevens Point, Wis.—Jack Kosmicki 
has resigned as manager of the Miller- 
Jones Shoe Store here to open his own 
store under the name of the Corrective 
Shoe Shop. He has been succeeded at 
Miller-Jones by Walter H. Johnston, 
formerly with the firm at Watertown, 
Wis. 
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@ Cancellations, jobs, sam- 
ples and rejects in up- 
to-the-minute styles . . . 


WOMEN'S SHOES EXCLUSIVELY 


SCHNEIDER SHOE COMPANY 
QUALITY FOOTWEAR 
1404-6 Washington Ave. St. Leuls, Me. 
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Service—Not Sales 
[CONTINUED FROM PAGE 30] 


of shoes made to their own specifica- 
tions, and maintains right on the prem- 
ises a complete repairing and rebuild- 
ing department. This is equipped for 
any alteration work needed at ihe time 
of the sale, such as for mismated feet, 


Interior view of the Foot Health 
Philadel 
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foot deformities, and so forth, and also 
to keep the shoes in the same condition 
in relation to the foot as when they 
were purchased. This work is called 
here, “renewing” rather than repair- 
ing, to differentiate from the regular 
repair work done by routine shoe re- 
pair shops, and the Institute stresses 
the fact that the work is done so as 
not to alter either the fit or feel of the 
shoe afterward. 

In selling, Dr. Norton’s watchword 
is “Service Not Sales” and the store’s 
success has been built’ by gaining cus- 
tomer confidence with performance and 
not just promises. This long-term view 
calls for painstaking effort on the part 
of the entire staff, but the percentage 
of repeat business built up over the 
years has very gratifyingly shown the 
soundness of this method. The Phila- 
delphia store keeps two chiropodists on 
the floor at all times for experienced 
foot examination and to assist the cus- 
tomer in selecting the right type of last 
for individual requirements. They su- 
pervise the fit.ing of all shoes sold and 
every fit is also double-checked on the 
X-ray machine. 

That’s the sum and substance of sell- 
ing this type shoe in Dr. Norton’s 
opinion. “The shoe must fit,” he says. 
“If the man on the stool misfits we’re 
all licked.” 

Foot Health Institute has recently 
obtained the franchise for Conformal 
Personalized Shoes and is introducing 
them in Philadelphia. 

Moreover, the chiropodisis devote 
their full time to cooperating in the 
selling and fitting end. They give no 
treatments, nor are any - treatments 
connected with the store. If a customer 
needs chiropody treatments they are 
referred to an outside chiropodist, Dr. 
Norton believing it to be more satis- 
factory to keep these iwo divisions en- 
tirely separate. In fact, he sees some- 
thing slightly contradictory in the close 
association sometimes practiced in this 
field—a store sells shoes to relieve foot 
ills and in another department sells 
treatments for the ills the shoes are 
supposed to prevent. That doesn’t quite 
make sense to Dr. Norton, alihough he 
definitely believes in the need for 


Institute, at 1623 Chestnut Street, 
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chiropody in many instances and also 
recommends foot exercises to custom- 
ers whose feet need them, in addition 
to the properly adjusted shoe. 

While the Foot Health Institute sells 
only special feature shoes, it does not 
limit its appeal to customers with foot 
trouble or deformity who must wear 
orthopedics. “We sell ‘shoes for ac- 
tivily,’” Dr. Norton explains, “or, if 
you like, ‘transition shoes,’ and we be- 
lieve a pair of them should be in every 
person’s shoe wardrobe. An average 
waitress walks about 12% miles every 
day in connection with her work; a 
policeman walks 18 miles, and a mail- 
man 22 miles a day—lI’ve figured those 
mileages out scientifically and know 
they’re right. All those people need 
a sound, sensible and correcily fitted 
shoe to carry on their work with suc- 
cess. But almost everyone walks to a 
greater or lesser degree in their nor- 
mal activities and they need different 
shoes for different occasions, including 
a ‘shoe for activity.’ You wouldn’t 
wear a sports ouifit to a dinner dance, 
or an evening dress to a tennis match; 
why then make a commercial ‘style’ 
shoe, which like as not throws your 
whole foot out of balance, do for your 
active as well as semi-active occasions. 
We don’t tell young girl customers they 
have to wear shoes like ours all the 
time, even on dress-up occasions—they 

[TURN TO PAGE 63, PLEASE] 
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Be Market-Wise, Centralize 


You, as a buyer, can find what you want when you wani 
it here—with a speed and certainty of selection not 
possible elsewhere. In the Marbridge Building are 
more shoe and allied concerns than in any one build- 
ing in America. 


The Marbridge Building is in the very heart of mid- 


town New York. All the great retail stores are nearby. 
So, if you are in search of ideas, examples and promo- 
tions, center your attention here. 

D. S. Macponatp, Manager. 


MARBRIDGE BUILDING 


47 WEST 34th ST. also 1328 BROADWAY, N.Y.C. 














AND GETS THE 


Wloney 


It's the whole works—SHU X-PANDER, 
a scientific shoe stretcher—nine ways to 
stretch and solve every shoe difficulty—at 
the point of sale. 

Priced reasonably—men's and women's, 
left and right—with complete kit of attach- 
ments. 

One pair of SHU X-PANDERS will cover 
the entire size range of either men's or 
women's shoes. (One pair for each.) 


Write for particulars. 


» CHARLES HENRY BROWN & SON, wwe. 


47 WEST 34TH STREET NEW YORK CITY 





Obituaries 


Israel Simons 


Cuicaco, Itt.—Israel Simons, well- 
known shoe retailer on the Chicago 
South Side for 47 years until his re- 
tirement a short while ago, died at the 
home of his daughter and son-in-law at 
March Field, Calif., recently, at the 
age of 78. 

Mr. Simons was born in London, En- 
gland, and came to this country nearly 
50 years ago. Settling in Chicago, he 
opened a shoe store on the South Side 
which he operated for 47 years. 

Surviving him are his wife, two sons 
and four daughters. 


Peter Feldner 


SHEBOYGAN, Wis.— Peter Feldner, 
73, local shoe dealer, died March 9 in 
a local hospital of injuries received 
when he was struck the preceding day 
by an automobile. A native of St. 
Cloud, Wis., Mr. Feldner operated a 
retail shoe store in that city for a 
number, of years before opening his 
store in Sheboygan. He is survived by 
his widow, two daughters, a son, four 
brothers and three sisters. 


Harry S. Speed 


Hupson, N. Y.—Harry S. Speed, for- 
mer shoe retailer, here, died recently 
at his home, 430 Allen Street. Mr. 
Speed had been in business for over 
50 years, retiring last Fall. He was a 
charter member of the New York State 
Shoe Retailers’ Association. 

He is survived by his wife and his 
son, Sherwood Speed. Interment was 
in Hudson City Cemetery. 


Arnold S. Roth 


New York—Arnold S. Roth, former- 
ly with Premier Shoe Co., died Sunday, 
March 17, in California. The body 
was brought to New York for the 
funeral services which took place on 
Friday, March 22, at 2 p. m. 

Mr. Roth would have been 55 years 
old on December 21 of this year. 





Remodeled for Spring 


Business 


ScHENEcTADY, N. Y.—The Patton 
and Hall shoe store here recently has 
been redecorated and merchandise re- 
arranged in preparation for Spring 
trade. A sale was held in connection 
with the redecoration in order to move 
Winter stock. 


Edwards Moves to New Store 


SaLissury, Mp.—Edward E. Shil- 
kret, who formerly operated his own 
shoe department at the Fashion Shop, 
Inc., here, has moved his department to 
his own store, which he will operate 
under the name Edwards, at 235 Main 
Street, Salisbury. 

The new store is fitted out in an at- 
tractive manner with wall-to-wall car- 
peting, fitting chairs of beechwood up- 
holstered in brown and white and dis- 
play niches throughout the store for 
coordinated displays. 

Mr. Shilkret came to Salisbury three 
years ago from Norfolk, Va., where he 
had been connected with Hoffheimer’s. 
He will be assisted in the store by Mrs. 
Shilkret as well as three saleswomen, 
bringing the store’s personnel to five. 


Harrison Manages 
Reading Store 


READING, Pa.—Daniel Harrison, 
manager of the Crosby Shoe Store in 
Washington, D. C., for several years, 
was recently made manager of the 
Mary Jane Shoe Store in Reading. He 
succeeds William Howard Bakeman. 

Mr. Bakeman is now manager of the 
Wilson Shoe Store in Springfield, Mass. 
All three store are operated by the 
same firm. 
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Inner Soles and Counters 





“CAN INNERSOLES 
BUILD GOOD WILL?” 


INNERSOLES - COUNTERS - WELTING 
_ EDGAR S. KIEFER TANNING CO. 


Sales: Chicago, 223 W. Lake St. Boston, 42 Lincoln St. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 








Store Enlarged to Include 
New Shoe Section 


St. Croup, MInn. — An expansion 
program to take care of a greatly in- 
creased business has been completed by 
Fandel’s, St. Cloud’s leading depart- 
ment store. 

The largest department in the new 
unit is a shoe department, 40 feet in 
length and will be in charge of Herbert 
F. Muenzler, formerly of San Antonio, 
Tex. The department will have a staff 
of three and may be enlarged at a 
later date. 

The new shoe department will stock 
more than 2000 pairs of shoes. 

Mr. Muenzler, his wife and two sons 
are moving to St. Cloud. He is an ex- 
perienced shoe man, having been con- 
nected with some of the larger stores 
throughout the country. 
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Michigan Summer Shoe Fair 
To Be Two-Day Event 


GRAND Rapiws, Micu.—The Annual 
Michigan Summer Shoe Fair will be 
held in Grand Rapids, Sunday and 
Monday, June 23-24, and as usual the 
headquarters will be the Pantlind 
Hotel, the facilities of which are well 
suited for convention purposes. 

A notable feature of this 1940 Fair 
is the decision of its sponsors to dis- 
pense with the extra day customarily 
included in state shoe shows and con- 
centrate on a two-day event. A survey 
of such shows has proved that a third 
day is superfluous. A majority of those 
representing the various branches of 
the shoe industry, retailers, manufac- 
turers, wholesalers and salesmen, con- 
cur in this opinion. 

That this decision is a welcome one 
is evidenced by the fact that over half 
of the available sample rooms are al- 
ready engaged without any solicitation 
by those in charge. It is conservatively 
estimated that 125 lines of shoes will 
be on display and preparations are 
being made to entertain from 800 to 
1000 retailers from Michigan and ad- 
jacent states. Elaborate entertainment 
features are being planned for the 
night of the 24th. 

Those actively in charge are a com- 
mittee composed of the following well- 
known Michigan shoe men: Carl E. 
Verburg, of The Wm. Brooks Shoe Co., 
Nelsonville, Ohio; H. B. Lovall, of 
Roberts, Johnson & Rand, St. Louis, 
Mo.; Curtis W. Johns, of the Groves 
Shoe Co., Chicago, IIl., and E. H. Dick- 
inson of the James Shoe Mfg. Co., 
Milwaukee, Wis. 

These men, all residents of Grand 
Rapids, have long been associated with 
their respective firms, and are serving 
on the executive committee for the third 
consecutive year. This committee will 
be assisted by others, to be elected 
from the retailers and salesmen’s 
groups. 





Tanners’ Council Estimates 
High February Shoe Output 


New York—Shoe production in Feb- 
ruary is estimated by the Tanners’ Coun- 
cil of America as approximately 37,000,- 
000 pairs. This estimated out com- 
pares with production of 33,744,000 
pairs in January of this year and 35,- 
457,000 pairs in February, 1939. 

Again as in the preceding month the 
level of factory activity in February was 
apparently better than indicated in trade 
reports. Comparative output figures in 
the first two months of 1940 and recent 
years are: 1940, 70,744,000 pairs; 
1939, 69,018,000 pairs; 1938, 56,037,- 
000 pairs, and 1937, 76,727,000 pairs. 

According to manufacturers’ tentative 
estimates of operations, shoe output in 
March will reach 36,500,000 pairs. This 
would register a large decline from 
March a year ago when 42,375,000 pairs 
were produced. Due to the early Easter 
this year, spring production began 
earlier and will taper off sooner than in 
1939. 


9 
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IN STOLK PRE WHLTS 


WHITE ELK 
MOCCASIN TOE 


Now is the season of the year for children to 
“grow” outdoors. The smartest footwear in the 
2 to 8 range. Write or wire for folder. Your 
order is shipped the same day it arrives. A 
score of other patterns to choose from. Give 





your children's department the benefit of good 
sellers—instantly yours from in-stock. 


F.S. ELAM SHOE CO. 








In-Stock Catalogs Issued 


Brown Shoe Company, St. Louis, has 
issued two new catalogs of in - stock 
styles for Spring and Summer, 1940. 
One is from the United Men’s Division, 
featuring Roblee, Buster Brown and 
Brownbilt shoes for men. The other is 
the catalog of women’s and children’s 
shoes, with Air Step, Buster Brown, 
Odette and Brownbilt lines featured. 

The men’s catalog is given over to 
sketches of various styles for men and 
boys in color. Backgrounds for these 
pages are interesting scenes in gray 
and white, suggesting possible occasions 
for wearing the shoes illustrated. Green 
plastic binding is used for this book, 
and the cover is in green. 

The women’s and children’s catalog 
has a cover of two shades of blue. Shoes 
are shown in black, blue and brown, 
with an interesting and colorful four- 
page insert devoted to play shoes. 


Opens New Children’s 
Department 


SHREVEPORT, LA.—A new and com- 
plete children’s shoe department wes 
opened recently in Rubenstin Bros. stor, 
here. 

The department is managed by Jack 
Bufkin, who has also managed tle 
ladies’ shoe department for the past six 
years. 
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WILLIAM ISELIN & Co., INC. 


— Factors... 
Our factoring service makes it possible 


Would Restrain Return 
Of Czech Workers 


BALTIMORE, Mp. — The Bata Shoe 
Company filed a suit in the District 
Court at Washington on March 12, 
seeking an injunction to prevent de- 





for Manufac- 
turers and 


for the shoe executive to devote full time 


IN portation of forty-five men and women 

rOCK who were brought to this country from to production and selling activities—the 
Czecho-Slovakia to work and serve as 
instructors at the Bata Belcamp, Md., real source of profits. 

rZES plant. The complaint, which was signed 1 ries invited 

to 8 by company officials and the forty-five — 





persons concerned, stated that the 
Labor Department had revoked the spe- 
cial visitors’ permit given the aliens, 
after an investigation made at the re- 
quest of the United Shoe Workers, a 
CIO affiliation. It further stated that 
the company, in manufacturing shoes, 
uses machinery and processes not fa- 
miliar to American workmen and points 
out that the Labor Department had ap- 
proved the admission of a hundred 
Czech workers to serve as instructors 
to American workers who were to be 
permanently employed at Belcamp. 
Before all of the alien workmen had 
arrived here the department modified 
its permit and informed the company 
that it could retain only ten alien in- 
structors and fifteen in administrative 
capacities. The department at that time 


357 Fourth Avenue 


Branch Offices 
LYNCHBURG, VA. GRAND BAPIDS, MICH. 


NEW YORK 


LOS ANGELES, CALIF. 


rn 








REEVES AIR-WEDGE 


RUBBER SOLES FOR MEN AND WOMEN 


The most talked of 
WEDGE RUBBER SOLE 


in America 








stated that its investigation showed Sole 
that the company employed but few . . , 
processes which were not known to —_ lied © New in design. 
skilled workers here and that the em- _—— ® Scientific in construction. 
ployment of a large group of aliens was 
not necessary. The alien workmen were @ Lightness in weight. 
then excluded from the Belcamp plant on one 
and were made subject to deportation © Flexibility. 
? if they were found working there. The we iti 
— suit recently filed claims that these shennan P+ daa 
or 40 forty-five excluded former employees @ Resists heat and cold. 
e i “ were unable to obtain other employ- : , 
ves ~ r ment, were without funds and were in © Will not slip. 
a te danger of becoming public charges. @ Fully covered by Patents. 
Dion's While the suit is an injunction pro- 
aeewn, ceeding to prevent the Labor Depart- 
ead ment from deporting this group, it also Manufacturers supplied by 
a te ne about a court ruling on the 
i validity of the department’s action in i i 
Piece modifying its original permits for the Kirkhill Rubber Co. 
P obey oe to come to this country. The com- 811 West 58th Street 
ond plaint stated that, after the forty-five Los 1 
—— workmen were dropped, production at rn souinereenmmns 
: took. the plant decreased from 17,500 pairs 
of shoes per week to approximately 
satalog 11,000 and that it had been necessary 
Shoes to dismiss 140 American workers. Service—Not Sales a Foot Health 7 carries 
brown, [CONTINUED FROM PAGE 60] ee ano Bee Sones Seen Ue Se See. 
a, The highest heel height carried is a 
. . can have all the fancy shoes she wants ™edium heel and this is sold to cus- 
oes. Wilson Store Modernized but she also needs a shoe for activity tomers only for an occasional shoe, the 
University Crry, Mo.— Remodeling if she wants to continue to have !0W walking heel being recommended 
of the Wilson’s Shoe Store at 6525 healthy, normal feet.” for most occasions and constituting 
Delmar Boulevard made it one of the And, incidentally, Dr. Norton be- their biggest volume seller. 
most modern family stores in St. Louis jjeves that the “crazier” the regular | The Institute is now operating as a 
ae according to John H. Wilson, shoe styles get the more special fea- partnership between Dr. Norton and 
com- wner. ture shoes will eventually be sold. He Dr. Frank V. Bender, who just recently 
nt wes All the modere “4 seman for attributes a lot of foot trouble to the joined the firm. Dr. Bender is from 
. store, careful and correct fitting of quality open heel and toe fad of past seasons Atlanta, Ga., and operated for many 
footwear have been installed. and believes the high-heeled wedges years a number of arch-type shoe 
y Jack Dealing with a fine type of suburban will have much the same effect, com- stores through the South. He has re- 
ed the community trade, Wilson’s store has paring the position they put the foot tained his interest in these, but is now 
ast six put itself into an active position in the in to something akin to the old Chinese devoting his full time to the Philadel- 


merchandising of this section. 


practice of foot-binding. 


phia store. 











Up” 


\ SPRING 


Attractive tulip design in deep 
purple and green on shell pink 
background. Ticket in harmon- 
izing colors. 

















CARD HOLDERS 


Two styles available: Natural 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 
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Everyone Passing 
is a Possible Prospect 
SELL THEM 











DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 








14 snappy ond informative selling messages 
each month for men's, women's, children's shoes. 
women's hosiery, store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 
(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 













ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Somples of in-stock 
tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 


WITH STORE NAME: 100 fickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.0.D. PREFERRED 















MERCHANDISING AIDS 


Polly Cli 
Pouy Cup For Price bi ina, 
ickets —Tilt ot any angle. 
Y> gross ... : $2.25 
a SG Peo 


Recorder Stock Record + + 


: f . Cyl | 
Neturat View ee ee yclone clips adele 


SHOE BOLDER yt. oes $4.25 


Polly Shoe Holder | 
to display arch, branded, ond ne 7 








































fibre-sole shoes. Alwoys re- 
mains in upright position. 


Fee — SRE 5.6 cS isin $1.65 secceessé 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blonks. 


printed or tnt 

















.. $2.00 
1.10 
0.25 


12 dozen 
6 dozen 
| dozen 


(Cross out 


printed or blank 
printed or blank 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
$5.00. 


SERVICE 


Children’s Shoes and Women’s Hosiery. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


Women’s, 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


SHOW CARD 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


(MPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 


a 
s 
3 
2 
) 
> 
& 
> 
= 
. 
a 
© 
a 
& 
oo) 
S 
o 
F 
Ww 
x 
4 
b 
ie) 
W 
F 
S 
a 
a 
3 
= 
A 
b 3 
© 
5 
3 
© 
t 
— 
« 
) 
~ 
° 
c 
on 
© 
= 


7 
c 
2 
oe] 
« 
£ 
E 
3 
c 
© 
.) 
1 
c 
© 
o 
cy 
» 
= 
c 
e 
3 
o 


SORE NM O—E>>—Seeeeeeeeeeee 
SREG-Cs—wOEEE>E=|=E|=|=EaESah\h)™*»hh» _>>_ _aa 


: 
3 











SERVICE 


MONTHLY 


HOLDERS 


BLANK 
TICKETS 





Ne. 1 


$5.00 


100 





No. 2 


4.00 


4 


100 





No. 3 





No. 4 








2.25 
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“C” —— Bright blue “G” — Aquamarine 
en white back- & yellow on white 
ground. background. 








SIZE: I'/2" x234"—Prices on opposite page. 
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For this service we will pay 


HANT 


00) 


payable 
For 


. per year, 
per month. 


$ 
service, 5% discounts. Checks 


cash in advance, full year’s 


T E€ 


from foreign subscribers 


banks, or include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 


must be drawn on U. 


we agree to pay $1.00 

additional for 

each month's service deliv- 
card holders. 


month 
ered, and agree to return the 


vice before expiration of or- 


der, 
per 


DEPARTMENT 
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. with order, please, unless C.0.D. preferred 


Please enter our order for the 


continuing monthly for one 
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beginning with March 


for Card Service No. 


year, 
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SALESMEN WANTED 


SALESMEN FOR In-Stock line of F - eead 
priced Sandals, Sport Oxfords and 

made in Massachusetts, as a side yey on 
commission basis to retail trade. Write stating 
age and lines now carried. Territory open: 
Oregon, W: . Montana, California, In- 
diana, Kansas, Oklahoma and Minnesota. Ad- 
dress $627, cate Boot and Shoe Recorder, 140 
Federal Street, Boston, Mass. 








HORT side line, Men’s Leather Slippers, 


loungers, sheepskin slippers, moccasins. 
Commission basis. Give full details. Address 
£638, care Boot & Shoe Recorder, 209 South 


State Street, Chicago, Ill. 





SALESMEN: To catry a well known line of 

children’s and misses’ stitchdowns, Compos, 
and Prewelts to the large volume and retail 
trade, on a strictly commission basis. We 
have territories open in the West and North- 
west. Give full particulars in application as 
to experience and volume produ Address 
2641, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





FOR SALE 


WANTED TO PURCHASE 








Can supply large amount American 
tanned odorless leather, manufactured }|- 
in Mexico. Excellent quality. Com- 
petitive price. If interested, write for 
samples and quotations. 


Address 639, care BOOT & SHOE RECORDER. 
239 West 39th Street, New York, N. Y. 


SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-5Si8! 














SHOE STORE FOR SALE 


In Pacific North West City of 12,000 population; 
Nationally known lines of shoes and rubbers; stock 
and fixtures; approximately $6,000.00 cash. One of 
busiest towns on Coast. Store capable of doing 
twenty to thirty thousand per year. 


Address 643, care BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 














WANTED TO PURCHASE 








LINE WANTED 
ANUFACTURERS, JOBBERS, ATTEN Ww 9 
TION: Ghee Line Wanted — Mena, | RCo ADE, weet Se Wena’ & 


Women’s, Children’s, any price, for Ohio Only: 
Know all retail, chain, department store trade: 
Commission basis only. Address %645, caré 

Recorder, 239 West 39th Street, 
New York, N. Y. 


YOUNG, Aggressive, 29, wish contact manu- 
facturers' better line slippers for territory 
outside of New York. Able finance myself fo: 
right line. Address $642, care Boot & Shoe 
a a 239 West 39th Street, New York, 








WOMEN’S LINE for Middle West. Have 

travelled this territory for years and know 
the trade well. For particulars address 2640, 
care Boot & Shoe Recorder, 209 South State 
Street, Chicago, Iil. 


$635, care Boot & Shoe 


Recorder, 25 West 
39th Street, New York, Y. 





BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shee stecks. 
Branded or unbranded. prices. 

Write, wire or phone. 


BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 9139 











Wa 'ANTED: Men’s or high styled women’s line 

of popular priced footwear that has prospects 
of some volume. Residence and for State of 
Washington, maybe ae territory; Many 


years’ experience; lendid reference, with 


nse ta pos Fy 647, care Boot & Shoe 
ecorder, 1627 Locust Street St. Louis, Mo. 





BUSINESS OPPORTUNITY 





Buyers of Surplus Stocks 
ow will buy surplus or p-F te of shees 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 





POSITION WANTED 





VAILABLE on thirty days’ notice. Mer- 

chandiser, Stylist, Buyer, Advertising Sales 
Promotion Executive. This man has the capar 
bilities necessary to manage a chain of shoe 
stores (Women’s or Men’s), or factory. Has 
years of experience and background in mer 
chandising, styling, buying, sales promotion 
Complete knowledge of marketing, accounting 
and financing. Possess leadership in instruct 
ing and developing sales organization; sales 
psychology; factory management; All commu- 
nications held confidential. Address £646, caré 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





he YOUR SHOE STORE OR STORES 
PRODUCING SATISFACTORY RF 
SULTS? A BUYER - MERCHANDISER. 
WITH EXTENSIVE EXPERIENCE IN 
CHAIN STORE AND INDEPENDENT 
UNITS AND WITH SUCCESSFUL REC 
ORD OF ACCOMPLISHMENT, IS AVAIL 
ABLE TO SYSTEMATIZE AND MER 
CHANDISE YOUR STOCK TO INCREASE 
PROFITS. CURRENTLY CONNECTED IN 
RESPONSIBLE POSITION OF TERRI 
TORIAL MANAGEMENT BUT DESIRE 
TO MAKE CHANGE. PREFER SOUTI? 
OR EAST. REFERENCES OF HIGH CALI 
BER. ADDRESS £644, CARE BOOT & 





SHOE RECORDER, 239 WEST 39TH 
STREET, NEW YORK, N. Y. 
MANAGER—BUYER 

fourteen years’ department 


EXECUTIVE, 
store experience one concern; Married; Age 











INCREASE YOUR EARNINGS 

a business of your own; S system 
of foot correction, with all the trade 
pana can attend to. Earn b 
service fees in a few weeks. erms 
training. No further capital 
© goods to buy, no agency. 


SPENCER SYSTEM 
525 Back Bay, Boston, Mass. 








E BUY 
lus Wholesale and 
randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 
IRVIN RUBIN 
“The Jobe”’ 


89 Reade . rr. Charch 
Phone Barclay 7-7887. New York City 

















38; exceptional style sense; ‘A-1 Salesman: 
r 1 ideas. Can furnish excellent ref 
erences. per gy Mn Samuel H. Silverstcin, * 
Arden Street, New York City. 





DESIRES change; Man over 35, with 12 
years’ experience in shoes, willing to ¢ 
any place. Chance for advancement more tha: 
salary. Best references. Can leave any timc 
Address 2648, care Boot & Shoe Recorder, 23° 
West 39th Street, New York, N. Y. 











address should be counted. 





CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. 
charge, 75 cents. For all other classified advertisem 

When a box number is desired twelve words should be added for the address. 


Mini- 
ents the rate is 7 cents per word. Minimum charge, $1.25. 
In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
S* Advertisements for this page must be in our New York office on Friday of the week preceding publication. “¥® 
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MERCHANTS’ NEEDS 





TAL AY IF 
’ f 
W € min ile 


’ es 


"= Alter Shoes to Fit 


Abnormal Feet 


. 2) 
J LAP 
NDE SHOE RE-SHAPING DEVICES, INC 

753 irola St., Los Angeles, Cal. 


—_ 





Detroit Men’s Shop Remodeled 


In Outstanding Style 


DETROIT, MicH.—One of the most 
modern and outstanding exclusively 
men’s shoe shops is now available to 
Detroit men in the recently remodeled 
store of Hughes & Hatcher, men’s 
wear, at 2300 Woodward Avenue—a 
few blocks north of the heart of the 
downtown business section. 

The building itself, of Shawnee 
Carrari Limestone with black granite 
trim with its elaborate use of glass and 
mirrors, is a far stride into the future 
of architecture. 

Frameless entrance doors of Hercu- 
lite glass are at the corner of the build- 
ing, which faces on two streets, Wood- 
ward and Montcalm, beneath a rounded 
upper section supported by two tall 
granite columns, giving complete visi- 
bility into the store. Probably the 
longest stretch of single sheet of plate 
glass to be found in any men’s store is 
that on one front of the extensive dis- 
play windows. 

The sensation of entering a crystal 
palace is further enhanced by the day- 
light fluorescent lighting with which 
the store is equipped. 

Lighted signs direct the way to the 
SHOE SHOP which is semi-circular— 
on the main floor. Here the color 
scheme employs two complimentary 
hues—warm, soft brown with a blue 
green which in various tones and in- 
tensities are appropriately balanced 
throughout. Panelled, padded blue green 
leather lines the walls, harmonizing 
with the beige carpeting and the tan 
upholstery of the stained mahogany 
chairs and fitting stools. Very light, 
warm tones of almost a pastel peach 
shade are used on all reflecting sur- 
faces with dual lighting, creating sun- 
light when used with the daylight 
fluorescent lamps, and entirely counter- 
acts the blue, cool effect of this type 
lighting. 

Easel boxed-type foot mirrors are 
brilliantly equipped with fluorescent 

ts, as are also two display cases 

h provide the only merchandise on 

display. The stock is in a well arranged 

room in the rear. The store is 
completely air-conditioned. 


» 


Bennett & Tracy Open 
Fine New Store 


AuBuRN, N. Y.—Central New York 
has a new shoe store of smartness and 
beauty—the store of Bennett & Tracy, 
82 Genesee Street, this city, which was 
opened March 6. 

Long lines of visitors were there 
throughout the day inspecting the 
store, looking at the newest in Easter 
and Spring footwear, which featured 
the event. 

They found a more commodious store 
in the new location, with brand-new 
equipment and greatly increased floor 
space. It is just one door west of the 
former home of the firm. 

Besides the main entrance on Gene- 
see Street, there is another entrance 
at 5 South Street, leading into the 
men’s department. 

The store has been redecorated in 
pastel shades of canary, French grey 
and pale blue, while the new type of 
fluorescent lighting provides daylight 
illumination. It is furnished in ma- 
hogany. 

New windows have mottled green 
structural glass in top panels and base, 
with fluted glass background. A por- 
tion of the front on Genesee Street is 
given over to an enlarged hosiery de- 
partment, while the ladies’ and chil- 
dren’s departments are adjacent. The 
large basement is being used at present 
as a stockroom. 

James G. Bennett was buyer for E. 
W. Eastwood & Son, Rochester, and 
Mary H. G. Tracey was with the W. 
W. Dusenbury’s luggage shop at Au- 
burn in 1933 when they decided to form 
a partnership and buy out the business 
of the latter. 

Their first store was at 80 Genesee 
Street, and in 1936 they opened the 
Shoe and Luggage Shop at 3 State 
Street, which they will continue to op- 
erate as a companion store. 

Bennett & Tracy specialized in qual- 
ity from the first, and their business 
prospered. Among lines handled by 
them are the Style-Eez and Arch Pre- 
server made by the Shelby Shoe Com- 
pany, Portsmouth, Ohio. Moulton & 
Bartley’s Mode-Arch, the Marshall, 
Meadows & Stewart, E. P. Reed & Co., 
Florsheim Shoe Company and E. P. 
Taylor’s shoes. 

Mr. Bennet is a director of the New 
York State Shoe Retailers’ Association. 


Novel Show Gets Customer 
Reactions to New Lines 


RocHESTER, N. Y.—A women’s foot- 
wear fashion show, free from the al- 
lurements of other feminine finery, was 
presented here recently by the B. For- 
man Company, with the social register 
of Western New York well represented. 

Something different was promised. 

Because innovations at Forman’s, a 
style center, are events of unusual in- 
terest to fastidious women, the six per- 
formances were well attended. 

The show, which was arranged by 
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Henry A. Reich, buyer and head of the 
footwear department, was presented 
with attention to detail such as char- 
acterizes a stage production. 

Runways comprising the stage were 
built in the center of the shoe depart- 
ment, with seats for spectators on 
either side. 

The footwear, not the mannikins, had 
the spotlight in this production, for 
only the shoes and trim legs of the 
models could be seen as they entered 
the runways from the wings, walked 
slowly across in front of the audience, 
ascended and descended the raised plat- 
form in its center and then returned. 

From a position in the rear of the 
store, Miss Esther Tobin, stylist, with 
her voice carried over a loud speaker, 
described each design as it appeared, 
telling of its special features. The 
shoes were numbered from 1 to 70, and 
she announced the number and price. 

Each one in the audience had been 
given a pencil and a cardboard folder 
headed, “The Shoes I Liked Best. . . .” 
Numbers and prices were jotted down 
according to the tastes of spectators. 

Each show was in five acts. In the 
first act, which was headed “As the 
Raven’s Wing,” patent leather was fea- 
tured, with pumps in profusion, 

The second act, called “Yankee Clip- 
per,” featured American Navy blue and 
Scandal Red, while the third act, “Con- 
spirator,” featured low heel styles. 

“Country Life,” the fourth act, illus- 
trated spectator and sports type of 
shoes. In the final act, called “Hi- 
Larks,” there was a colorful display— 
a dark horse among them which seemed 
to find unusual favor was a dark cocoa 
shade. 

Some of the designs, notably a corset 
back, are exclusive Forman styles. 
Patent leather and elasticized twill 
seemed to be among the favorites in 
materials, with blue and combination 
of colors appealing to many. 

Many of the spectators who liked 
particular designs and jotted down 
their numbers and price as they were 
announced asked, before leaving the 
store, that their sizes in these shoes be 
laid aside for them. 
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Wedges Given Prominence 


In Fashion Showing 


Cuicaco, Itt. — Wedges in all of 
their various adaptations dominated in 
a private showing of Spring show fash- 
ions given March 4 by Marshall Field 
& Co. The shoe fashion show which 
was held in a private room of the fifth 
floor shoe department was in the fofm 
of an afternoon tea for a list of selected 
customers. 

Wedges were shown as the outstand- 
ing new style shoe for wear for street, 
afternoon, evening, and playtime oc- 
easions. The styles shown included not 
only plain black and blue patent and 
calf in various combinations but many 
high color combinations in patent, calf, 
reptiles and pigskin. Some of the un- 
usual combinations shown were black 
patent with linen and sandalized ver- 
sions of wedges with open backs. There 
were a number of pumps and sandals 
shown in which, as pointed out by 
Dorothy Hofman, Field’s fashion co- 
ordinator, nearly all had the small 
peek-type open toes. Brown, marked 
as the dark horse for Spring, was 
shown with greys and browns. Balen- 
ciaga biscuit brown was marked as im- 
portant as also was sandalwood, a 
color in the beige family with more 
red in it. Also shown for sports and 
country wear were shoes in antique 
tan, such as has been used on, men’s 
shoes. 


Low-Heeled Styles Selling Well 


Los ANGELES, CAL.—Low heel square 
toes in black patent blue and black 
calfskin pumps are accounting for a 
considerable percentage of the in- 
creased business in the Hanan store, 
finds manager C. W. Hubbard. High 
wall lasts seem especially good this 
Spring, now that the warm weather 
caused women to do some earnest shoe 
buying. He finds his trade is especially 
interested in selecting lasts and pat- 
terns that contribute to freedom of 
the toes. High walled lasts and the low 
heeled pumps are moving along very 
well in the whites and the spectator 
sports types. 


Denver Stores Enjoy 
Good Easter Volume 


DENVER, CoLo.—Denver shoe shops 
are enjoying fairly heavy sales of 
Spring footwear. In spite of the con- 
tinuous snow falls during the past four 
weeks, Denver shoppers have shown 
continued enthusiasm in shoe shopping. 

Owing to the earliest Easter in 27 
years the limited buying season for 
Easter has been preceded by large ad- 
vertising, which has up to date brought 
the sales volume close to the longer 
season of last year. 

Biues will steal the show in the 
Easter parade. Black is second ~in 
some instances and first in some stores; 
biege, grey and reds are popular in 
turn. 
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SARANAC 
CORDO 
WATERSHED 
YUCATAN ELK 
ANTIQUE GRAINS 
GLENGARRY GRAINS 
ARGYLE 
BARRMOOR 
DARTMOOR 


All popular 1940 Colors for Fall 
including 
MILITARY BROWN 
Shoe Corp., Beloit, Wis. 
Monarch’s Montan 
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MONARGH 


Over 60% of America’s shoe stores had insufficient stocks 
of white glazed kid shoes last summer. Do not under- 


estimate the demand for white glazed kid in the tremen- 
dous white season ahead. 





7 


White MELLO CRUSH is in a class by 
itself. You only need examine a swatch, 
or a skin, or a shoe made of it, to 
determine for yourself that this white 
leather has much more appeal in good 
looks, softness and wear-resistance. And 


it’s “The Whitest White”! 





OFFICIAL SHOWING 


SURPASS 
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April 1 and 2 
BOOTH 42 


THE PEERLESS LINE: 
Suedes —— white, black and colors. 
Glazed — in the endorsed standard colors. 


Linings — in all shades. 


THE RUBY LINE: 
Black Kid — Glazed and Dawn. 
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The big thing is play shoes, and the biggest thing Your customers 
in play shoes is Evans Brogandi. A grained will like its looks, 
leather and a grand leather —one that and they'll like the way 
makes the smart new styles look it feels and wears. (Other 


smarter yet. Brogandi is used in Evans Grains in popular demand 


unlined shoes of the casual yr are Sealee and Cara-Kid. And 


type—in service shoes, too there’s Georgette, a new glovey leather 
iA / a a 4 7 


where a plump, wear- —light as thistle-down and suited to 
resisting leather the daintiest footwear. Be sure and see these 


is called for. leathers at the show. or send for swatches.) 


JOHN R. EVANS &«& COMPANY ° CAMDEN NEW JERSEY 
Established 1857 
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1939. ..a smart new merchandising slant for 
footwear promotion 


THIS STAMP 
IN THE LINING 


ae 


a 7, 
Sw tine, 


FOOTWEAR 


GIRL OF 8. ee 4 E> 


1940... Accepted. as the wanted “plus” 


in all types of shoes 


honest skepticism. Only after their own 


outstanding retail merchandisers are specifying 


| AST year the trade viewed Sanitized with This year, at their customers’ insistence, America’s 


thoroughgoing tests proved that the claims 
made for the Sanitized treatment were valid did 
shoe manufacturers and smart retailers seize upon 
Sanitized as a new angle for footwear promotion. 


But, by year's end, many found that Sanitized 
had become a demanded advantage in fine shoes. 
Sanitized footwear had duplicated the success of 
Sanitized in women's ready-to-wear and a dozen 
and one other items fastidious customers buy. 


Only Ganitized* can make these 
than 6 years’ performance record: 


The Sanitized stamp means that the shoe is: 


SELF DEODORIZING—Sanitized acts to pre- 
vent the formation of perspiration odors in foot- 
wear. 


BACTERIOSTATIC—actively antiseptic, self- 
sterilizing in its effect 


that their footwear be Sanitized. 


For 1940, as a result of the nation-wide publicity 
on the Sanitized process, the phrase that will 
clinch the hesitating sale promises to be “And 
it’s Sanitized.” Will your footwear have this 
wanted plus? Write, phone or wire for list of 
resources. See exhibits of Sanitized leathers at 
the Official Opening of Autumn American Leath- 
ers, Waldorf Astoria, April 1 and 2. 


claims and back them with a more 


3 FUNGISTATIC— inhibits the growth of fungi 
associated with athlete's foot 

4 MOLD RESISTANT—acts to prevent rotting 
and other deteriorating effects of perspiration in 
footwear 

5 SKIN SAFE—because in Sanitized leathers the 
active antiseptic force is controlled. It contains 
nothing caustic, allergic or irritating. 


THE SHOE AND LEATHER INSTITUTE, Inc. 
369 Lexington Ave., New York 


Amer-Whitley, Ltd., Montreal, Canada. Kid linings-slipper kid. @ Donnell and Mudge, Ltd., New Toronto, Canada. Sheep leathers for 

shoes and garments. @ Frank C. Donovan Company, Boston, Mass. Kip linings for men’s shoes. @ Mitchell & Peirson, Inc., Phile 

delphia, Pa. Kid, kid linings, slipper kid. a Monarch Leather Co., Chicago, Ill. Kips, Side leather and splits 
* Treated with genuine “Sanitized” liquid, T. M. Reg. U. S. Pat. Off. 
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A the Official Opening 
of bmeucan Leathers 
fer butimn, 1940... 


@Quaker City Bliack Kid 
lus” and Wew Castie Colors 


New Castile ... will show Glazed Kid and Mara- 
cain in basic, high-fashion and campus colors for women; and 


two browns in Glazed Kid for men. 


Quaker City ... is famous for its superb black. 


In Glazed and Silkid, first choice for men’s and women’s shoes. 


HLLLED AD COMPARA 


Y) 


eathers for 
Inc., Phile 
und splits. | £ 
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A the Official Opening 
of tmeucan Leathers 
fer luliomn, 1940... 


Standard Vode Doeskin., Bali, 
Glazed Kid and Kid Linings 


Standard Division . . . presenting Glazed 
Kid and Vode Doeskin in matching 
colors for harmony. Bali Kid, soft and 
richly grained for easy elasticizing, and 


kid linings for all types of shoes. 


HELE D AID GUM P AN Ky 


g 





23, 1940 BOOT anv SHOE RECORDER, March 23, 1940 


“a 


WOOL t. Sh 03 


A the Official Opening 
of Smeucan Leathers 
fer ilumn, 1940... 


Keidskim for Men’s & Women’s Shoes 
Nurocco, Gold, Silver, Patent Colt 


WicNeely ... Glazed kid in basic colors, to be used in 


sound, easy-to-merchandise shoes for men and women. 


Sterlimg ...Nurocco, the natural grain, natural-back 


kidskin for play shoes. 
Gold and Silver kidskin, and Sterling patent colt. 


ALLIED KID COMPANY 


h | 
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of Gallun’s famous profit-boosting, 
prestige-building vegetable tannages, 


Eskimo Calf sells your heavy shoes 


This handsome, water-resistant calfskin defies the roughest 
weather. Feature it, and you're in line for extra business from the 
growing army of men who are “sold” on the popular Norwegian 
Calf and Cretan Calf. 


For they have learned to expect luxurious softness that means 
healthful comfort throughout the life of the shoe, no matter how 
often it is wet and dried. They expect freedom from pinching, Cretan Calf 
for humidity changes cause these vegetable tannages to expand smooth but not glazed 
and contract only a fraction as much as ordinary leathers. And a 
there is no free acid to affect the health of sensitive feet. etiiailtesd aaa 


Norwegian Calf 
hand-boarded grain 


Let these fine leathers start making lifetime friends for you now. 
Check and order the Gallun numbers in the catalogs of leading 


manufacturers. A. F. Gallun & Sons Corporation, Milwaukee, Wis. iG Vatu) 
cats om 


* * * * 
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As The LEATHER OPENING GOES 


0 goes PALL and WINTER 


POLITICS is in the air, for 1940 is a Presidential Year. The coming cam- 
paign promises to be one of the most exciting contests in American political 
history. Issues and personalities will clash against a background of World 
War and domestic ancertainty. Already the favorite sons are being carefully 
groomed and looked over with appraising eyes by gentlemen who make that 
their business. Meanwhile, political scribes tune up their typewriters and the 


radio resounds with strident shouting that will reach its crescendo around 
convention time. 

Politics is always interesting to every red-blooded American, and every 
American should take an interest and an active part in the coming contest. But 
for the next few months at least, those of us whose stake in life happens to be 
in the shoe and leather business will be less concerned with what the dark 
horses are doing than with the part that kid and calf, goat and reptile, suéde, 
patent and fancy leathers will play in the Fall style picture. They will all be 
in the running, and, as in every election, the great American public will render 
the verdict. 

In these fast-moving times, however, we are not content patiently to await 
the outcome. We have developed methods for testing public opinion so that 
we may forecast, with some reasonable degree of certainty, at least, the deci- 
sion in advance. In a sense the Official Opening of American Leathers and 
the Footwear Fashion Conference provide a [TURN TO PAGE 108, PLEASE] 














SUEDE for the first dressy Fall shoe has 
become traditional. Smooth calf and kidskin 
have a chance for increased general accep- 
tance this Fall, however. Patent leather is as 
logical for Fall as it is for Spring. The right 
kind of promotion can do much to sell the 
idea to more women. 


In color, black comes first, especially in 
suede. The use of a contrasting color to trim 
a dark shoe has been one of the most inter- 
esting style developments this Spring. Fo 
Fall, classic patterns will be given new in- 
terest with touches of contrasting color 


wine or red on black, for instance. A revival 
of platform soles offers a convenient area fo: 
such trimming. 


Brown—dark horse for dressy shoes for 





Sueded, Smooth and Glossy Leathers “Favorite 
Sons” for Dress. Grains, Prints and Sur- 
face Novelties, Smooth and Sueded Leathers, 
All Strong Candidates for Tailored Types 


several seasons—is still the subject of much debate. It 
is an attractive contrast with blue and green—both im- 
portant in ready-to-wear for Fall. The new Conga Brown, 
sponsored by the Textile Color Card Association, is a 
good fur brown. 

Possibly more popular than brown—still high style for 
dressy shoes—will be the new Red Port Wine. Wine is 


y in due for a strong return this year. Promenade Green also 
trim has possibilities for Fall. Blue shoes have already been 
nter- shown here and in Paris in a new combination with 


For brown costumes. 


| = In tailored shoes there is a wide choice of leather sur- 
faces. Several such surfaces are illustrated here. The 
choice of colors is also a wide one. Cordovan Brown, 
with its rich dark mahogany tone, promises to be excep- 
tionally good. The new wine and green, Toffee Tan, 
Bluejacket Blue and Military Grey all offer interesting 
and sellable opportunities in this group. 


Seurces for Leathers used in Pull- 
overs on these and following pages will be found on Page 108 












































The casual shoe for trave 
for country and for informd 
town wear, is dear to the /ea; 
of the American woman. Shy 
likes its comfort and smari 
ness. She likes the surface iy 
terest of its leathers anc ii 
effective use of colors, sub:lue 
and bright, win her approval 


THE development of the so-called casual shoe 
in the past few years has opened up a new field 
for tanners, shoemakers and retailers. A very 
wearable shoe, it is adapted to many uses, both 
in and out of town. It is at its best in pliable 
but sturdy leathers—suedes and grains and 
prints, especially reptile—in low or wedge- 
heeled patterns, unlined and soft-toed. 

It is one of your biggest opportunities to sell 
color. The clothes it is worn with demand it. 
This current Spring, shoes of this type have sold 
especially well in brown, tan and blond, alone 
or in combination. For the coming Fall you 
will find a wide range of colors. The brown to 
tan (Toffee Tan) family will no doubt account 
for the volume business. A new brown—new in 
recent years for women’s shoes—is on the mar- 
ket and should take a number one position for 
casual shoes. It is the Cordovan Brown, already 
popular in a few Spring shoes and one reflection 
of the influence of men’s styles on women’s 
shoes. 


w travel, The classic pumps shown here 


informa are only one part of the re- 
the hear sort picture. Dressy patterns 
nan. She in white and high colors in 
id smart. calf, kid, doeskin and patent 
urface in leather; and play shoes in a 
} and its wide range of leathers and 
, subslues colors, including white, are 
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approval likewise essential resort types. Ve MPa ib deads ee 


Then there is Promenade Green. Green has 
been gradually gaining ground for the past few 
seasons. This Fall seems a logical time to give 


it some real promotion. And, of course, there 
are the new Red Port Wine, the carry-over Blue- 
jacket Blue and the new Military Grey—all offi- 
cial T.C.C.A. colors. Good for extra pairage, 
they will be effective in solid colors and in 


combinations. 
And combinations of contrasting colors will 
be important in casual as well as in dressier 
AS the great American public becomes increas- shoes. Stitchings, pipings, bindings and larger 
ingly travel and resort-minded, your business in areas of trimming will all be used in casual 
casual and resort types should become increas- shoes. The continued use of wedge heels and 
ingly important. Here is the place for extra 
pairage. Here is your big opportunity to sell 
novelties in leathers and colors. The tanners 
offer an interesting choice of surfaces and new 
colors. It is your job now to study your leather 
and style market and make these two types of 
shoes an important part of your Fall business. 


“eae 


platform soles on casual and play shoes offers 
an effective way of introducing a second—and 
even third—color. This use of contrasting trim- 
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ming has been so skillfully handled in most lines 
of Spring shoes that there is every reason to 


tee ae 


look for the same good taste and attractive treat- 


ee 


ment in the Fall lines. 
[TURN TO PAGE 108, PLEASE] 








Left to right. above—Gutmann’s grain 
antiqued in a brogue from Diamond 
Shoe Company. Gallun’s Norwegian in 
an interesting plug patent brogue from 
French, Shriner & Urner. Eisendrath’s 
No. 5, a rich Cordo shade, in an E. T. 
Wright Arch Preserver shoe over their 
Yale last. Jarman uses Ohio Leather’s 
Dressyport in Belmont Brown in this 
custom brogue. Monarch Leather Com- 
pany’s Vegemont in a Walk-Over full 
brogue from George E. Keith Company. 
And below a Rodney Court Shoe from 
Mid-States Shoe Company, using Mon- 
arch’s Montan. 


‘ep meeeeim SELECTION 


DEL) YOR THE STREET 
my COUNTRY 






S*NMORE and more antiqued surfaces,” is the 
rallying cry of Fall Men’s Shoe Volume, while 


sudden, new and very important interest de 
velops in lighter colored, smoother leathers, in 
high grade shoes. Thus the eternal balance o! 
volume and custom is maintained. This new and 
growing interest which keynotes several of th: 
more expensive lines is in effect a high gloss 
polish on smooth leathers of the Russia famil) 
and on grains as heavy as Norwegian. This 
finish is practically devoid of all stains and is 
the result of real elbow grease in polishing. | 
is worthy to note here also that it holds pos 
sibilities of a trend and that it is the feature i 
several of the lines in which antiquing origi 
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Above—This Spring and Summer sees an increased 
interest in white buck, both in all-over shoes and in 
combinations of tan and black calf. Trims change peren- 
nially and become more interesting, as is evidenced in 
these two patterns from Heywood Boot and Shoe Mfg. Co. 





nated. In describing the lines using this new 
surface, manufacturers still cling to the phase 


“Custom Finishing.” 


THIS Fall establishes antique leathers as vol- 
ume, and for this reason, or possibly because of 
the sobering effect of the war, the trend is to 
Cordovan and darker tans. It is significant that 
this year’s color card lists but eight colors, and 
more of them apparently are selected for the 
way they respond to staining and antiquing. 
Practically all the tans and browns anyone could 
want are available from these basic colors. 
Contrast, too, is evident in the lasts over 
which Fall shoes will be made. For antiqued 
leathers call for broguier-looking patterns, and 


the lasts over which these Fall shoes will be 





Below and left—Three unusual patterns. A coun- 
try gummie featuring Gutmann’s Ski Grain and a 
cork filled crepe sole from Bates Shoe Company. 
Thompson Brothers feature Hubschmann’s 1053 
Calf in their seamless oxford pattern, using Super 
Flexo-Pro construction. Commonwealth Shoe and 
Leather Company uses Bucko Calf in this classic 
strap monk shoe important this fall. 











Fabrics courtesy Twyeffort, Inc. 


made accordingly are fuller and broader. This 
seems to be a common trend in both custom 
shoes and in volume. There is also a trend to 
squarer effects in edge trims. These trims, more 
than ever, follow the natural lines of the last. 


In some cases they are quite closely cropped, 


particularly under the arch. These are the 


trends we have seen for some time used in Nor- 
wegian patterns, with certain modifying changes. 
Often the heel seats are welted, a heavy detail 
on otherwise lightly trimmed shoes. 

There is decided interest in reverse calf 
leather, particularly in high grade shoes, and 
it is being shown in patterns which logically 
should be made from it. These include monk 
strap and two eyelet jodhpur effects. The in- 
creased use of heavy gummed, crepe rubber 
soles on plain toed blucher and Norwegian pat- 


terns unquestionably will increase its popularity. 
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E very Salesman Should Know the Product He Sells, and the 
Retail Shoe Salesman Should Not Only Know Shoes, Styles and 
Fitting, but Should Also Have a Basic Knowledge of Leathers 
and the Part They Play in Getting More Shoes Sold Right 


PLATFORM 2. MORE 
ACCENT on LEATHER 


A prominent retail shoe man whose experience covers 
both high quality footwear and the popular price 
grades recently declared that in his judgment the so- 
lution of many of the problems of the shoe and leather 
industries will be found in more efficient retail shoe 
salesmanship. 

In other words, he is convinced that volume can 
be increased and selling costs can be reduced through 
more expert performance at the Point of Sale. 

This retail shoe merchandiser, who has had an op- 
portunity to learn his business both as a Fifth Ave- 
nue shoe buyer and as an executive official in an 
important retail organization operating in the popu- 
lar price field, laid down his platform for getting 
more shoes sold right, and one of the principal planks 
in it calls for increased accent on leather at the point 
of sale. Customers, he maintains, are likely to be 
unimpressed by merchandise unless the salesman can 
explain its merits and point out the quality factors 
that make it desirable and worthy of its price. 

In the popular price stores especially, many sales- 
men are said to have a more or less superficial knowl- 
edge of what goes into the shoes they are selling. 
They base their sales talk largely on the style fea- 
tures, and they may be able to offer a pretty con- 


vincing story as to where the individual shoe style 
fits into the fashion ensemble. But when they come 
to the point of telling about the leather, many of 
these salespeople can do little more than distinguish 
between kid or calf, patent or suede. Now and then 
one encounters a so-called salesman who isn’t quite 
sure whether a given shoe is made of kid or calf- 
skin. 


THE most important qualification of the man or 
the woman at the fitting stool, it is true, is the ability 
to fit shoes correctly. But the knowledge of a shoe 
fitter who is well versed in his craft should not stop 
at that point. A familiarity with leathers and all of 
the other materials that enter into the construction 
of shoes should be part of the equipment of every 
retail salesman or saleswoman. They should know 
where the skins come from, the factors that affect 
their quality, how they are tanned and finished and 
what are the characteristics of the different kinds of 
leather that make them particularly well adapted for 
different uses. The salesman who can give an in- 
telligent sales talk along these lines is certain to im- 
press his customers favorably, and since most people 
prefer to buy from salesmen who know their business. 
it is obvious that knowledge of this kind helps the 
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salesman to win and retain the confidence of his cus- 
tomers. 

The salesman who can draw and hold customers 
for his store is an asset to any business, and for this 
reason it is wise policy for every shoe store to aid 
its salesmen in becoming better informed and to help 
them acquire the knowledge they need about leathers 
and shoe construction. Plenty of sources are avail- 
able for the acquisition of this knowledge, and once 


acquired it becomes a lifelong asset to the salesman 


who possesses it. 
One of the most valuable source books on leather, 
prepared especially for shoe retailers and retail shoe 


salesmen, is a small pocket size volume entitled 
“American Leathers,” published some years ago under 
the direction of the Tanners Council of America, 
whose headquarters are at 100 Gold Street, New York. 
This book describes the nature and characteristics of 
the different kinds of leather, tells where the raw 
skins come from and the processes used in tanning 
and finishing. Articles on leather appear frequently 
in Boot AND SHOE RECORDER and other trade publi- 
cations, and various books have been published on 
different phases of the subject, all of which provide 
valuable educational material which can be used to 


advantage in retail shoe selling. 
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Fashion and Merchandising Analysis 
WOMEN’S SHOE AND LEATHER COLORS 
FALL, 1940 


THE eleven colors listed below comprise the official 
selection of 1940 Fall shades for women’s shoes, adopted 
by the joint committee of tanners, shoe manufacturers 
and shoe retailers in cooperation with The Textile Color 
Card Association. Margaret Hayden Rorke, managing 
director of the color organization, has prepared the 
following coordination notes to assist the shoe and 
leather industry in the fashion and sales promotion of 
the new colors. 


CONGA BROWN 


The increasing fashion prestige of brown in Fall ac- 
cessories gives wide importance to this dark leather 
shade. This basic brown complements costumes in 
golden, amber and mustard tones, soldier colors of the 
khaki and olive drab types and browns, including coffee 
and cocoa shades. Also appropriate with greyish or 
yellowish beiges, grége and the entire range of greens 
and soft medium blues. Blends well with brown furs. 
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TO SELL 


by MARGARET HAYDEN RORKE, 


Managing Director, Textile Color 
Card Association of the 
United States, Inc. 


CORDOV AN BROWN 


Interesting new version of a Cordovan leather tone 
that goes smartly with swagger tailored clothes for town 
or country wear. This warm brown is a high style accent 
to costumes in rosy tans and reddish browns, greens. 


rose tones, greyish or greenish blues, rosy rusts as the 


Etruscan red type, greys, grége, black and lively sports 
shades. 
BLUEJACKET 

The style significance of the blue family in costumes, 
especially the greyed military versions, again lends 
added interest to this dark navy for Fall. In addition to 
harmonizing with blues, this classic shade may be worn 
with brilliant reds, vintage and rose tones, greys and 
taupes. 

PROMENADE GREEN 

High fashion interpretation of green that harmonizes 
with important Autumn tones in costumes, including the 
smart reseda variety and greyish moss or tea greens. 
Though of limited use, it is also a new contrast to 
browns, gold, amber, mustard and coppery tones, khaki 
tan and other warm yellowish beiges. 


RED PORT 
Rich vintage tone providing a smart foil for costumes 
in greyed military blues or navy, smoke, steel and 
lighter greys, grége, soft beiges or fawn tans. This 
classic shade also harmonizes with wine and rose tones, 
including strawberry, raspberry and dusty mauvish 
varieties, the entire range of greens, including reseda. 

olive and bluish casts, and black. 


MILITARY GREY 


New smoke tone blending with costumes in a wide 
range of greys, especially tweed mixtures. Also a neutral 
complement to vintage tones, plum and other purplish 
shades, greyed soldier blues and black. Harmonizes 
well with grey furs. High style and of limited use. 


TOFFEE TAN 
Deeper Fall version of russet and turf tan that goes 
especially well with casual town, country and campus 
clothes in tweed mixtures, greens, coppery tans and 
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L} MORE COLOR 
this ¥ALL and WU 


owns, golden and mustard shades. Also contrasts 
with navy and other military blues, greys and Autumn 
-ports colors. 

NOTE—Black leathers retain their usual importance 
lor Fall and Winter. 


PLAY AND CAMPUS COLORS 


The four shades in this group, used alone or in com- 
bination, have special promotional value for sports or 


play shoes, worn with bright campus or “football” 


colors, or as a gay accent to casual clothes in neutral 
tones, as navy, brown and grey. 


VARSITY GREEN CHEER RED  AIR- 


WAY BLUE 


PLAYTAN 


Official Leather Colors for 
MEN’S SHOES FOR FALL, 1940 


Eight colors for men’s shoes have been chosen for 
Fall 1940 by the joint committee of tanners, shoe manu- 
facturers and shoe retailers in cooperation with the Tex- 
tile Color Card Association. 

Advance swatches of these shades have been issued 
to the Association’s members in the shoe and leather in- 
dustry. 

The colors are named as follows: Town Colors 
Yankee Brown, American Tan, Belmont Brown, Cortez. 
Campus and Casual Colors—Mohawk Tan, Alamo Tan. 
Dixie Tan, New Vintage. 

These colors have been chosen with great care after 
thoughtful consideration of the needs of the men’s shoe 
industry and with due regard to the trends for Fall and 
Winter in men’s suitings, overcoatings and accessories. 
It is anticipated that they will contribute much to stimu- 
late interest in the smart and attracive patterns in men’s 
shoes which will be offered by the shoe manufacturers. 
Samples of the new Fall leathers in these official colors 
will be on display by tanners at the Official Opening 
of American Leathers for Fall, Waldorf-Astoria Hotel, 
New York, April 1 and 2. 


Thh 


1940 FALL GLOVE COLORS 


Five basic colors for women’s gloves have been ofli- 
cially adopted for Fall 1940 by the Glove Color Com- 
mittee in cooperation with The Textile Color Card As- 
sociation, it was announced today by Margaret Hayden 
Rorke, managing director of the color organization. Ad- 
vance swatches of the new shades have just been sent 
to the Association’s members in the glove industry. 

These Fall colors, which are included in the group al 
ready selected for women’s shoes, are as follows: 


Red Port 


Conga Brown 


Blue jacket Military Grey 


Promenade Green 


They are closely keyed to important basic colors to 
be shown in the Association’s 1940 Fall Silk arid Woolen 
Cards. 

In about three weeks, the Glove Committee will also 
select a group of promotional colors. The latter. to- 
gether with the above basic shades, will all appear in 
the 1940 Fall Glove Color Card, to be issued later. 
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Military Brown 
Smooth 


Shoes courtesy of 
: Weyenberg Shoe Mfg. Co., 


Milwaukee, Wisconsin 


Military Brown 
Campus Grain 
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WHAT THE TANNERS WILL 


Brands and 


Shades te Be Exhibited 


at the 


Walderf-Astoria, New York, April I and 2, 1940 


AGOOS LEATHER COMPANIES, 
! 


NC. 


Black & Colored Doeskins 
White Agobuck 

Crushed Softee 

Camel Sides 

Congo Alligator Calf 
Calcutta Lizard Calf 
Teyu Alligator Lizard 
Vobuk 


ALLIED KID COMPANY 
New Castle Division 
Glazed Kid 


India Brown, No. 3N 

Java Brown, No. 172 
Bombay Brown, No. 152 
Conga Brown, No. 40 
Schiaparelli Brown, No. 44 
Hot Chocolate, No. 399 
Cordovan, No. 1455 
Airway Blue, No. 1364 
Sailor Blue, No. 1311 
Bluejacket, No. 1330 

Red Port, No. 1425 

Bronze Green, No. 1160 
Promenade Green, No. 1180 
Military Grey, No. 77 
Black 


Maracain 


Bombay Brown, No. 152 
Conga Brown, No. 40 
Schiaparelli Brown, No. 44 
Hot Chocolate, No. 399 
Cordovan, No. 1455 
Airway Blue, No. 1364 
Sailor Blue, No. 1311 
Bluejacket, No. 1330 

Red Port, No. 1425 

Bronze Green, No. 1160 
Promenade Green, No. 1180 
Military Grey, No. 77 
Cheer Red, No. 1225 
Varsity Green, No. 1139 
Swiss Chocolate, No. 1435 
Golden Pheasant, No. 320 
Shamrock Green, No. 1129 
Black 


Standard Division 
Glazed Kid 


Conga Brown, No. 91 
Bluejacket, No. 137 
Red Port, No. 455 

Hot Chocolate, No. 28-S 


Bronze Green, No. 68 
Paddock Green, No. 160 
Promenade Green, No. 64 
Military Grey, No. 81 
India Brown, No. 31 
Almora, No. 222 

Black 


Vode Doeskin 


Conga Brown, No. 748 (new) 
Bluejacket, No. 772 

Red Port, No. 737 

Hot Chocolate, No. 715 
Bronze Green, No. 761 
Paddock Green, No. 764 
Promenade Green, No. 762 
Military Grey, No. 798 
India Brown, No. 744 
Toffee Tan, No. 751 
Cordovan, No. 753 

Black 


Play Shoe Colors 
Glazed Kid 


Varsity Green, No. 65 
Cheer Red, No. 45 
Airway Blue, No. 36 


}ode Doeskin 


Varsity Green, No. 768 
Cheer Red, No. 728 
Airway Blue, No. 775 


Standard Division 

Bali Kid 
Conga Brown, like No. 4748 
Bombay Brown, like No. 4752 
Bluejacket, like No. 4711 
Hot Chocolate, like No. 4799 
Promenade Green, like No. 4768 
Black, like No. 4794 
Red Port, like No. 4737 
Playtan, like No. 4721 
Military Grey 
Cordovan 


McNeely Division 
Women’s Colors 


Almora, No. 66 
Cordovan Brown, No. 52 
Red Port, No. 44 
Airway Blue, No. 88 
Bluejacket, No. 89 
Conga Brown, No. 25 
Java Brown, No. 74 


Lists as received jrom tanners up to time of going to press. 


Men’s Colors 


Belmont Brown, No. 28 
Yankee Brown, No. 19 


Quaker City Division 

Women’s Kidskin 
Black Glazed Kid 
Black Silkid 


Men’s Kidskin 


Black Glazed Kid 
Black Silkid 


Sterling Division 


Black Patent Colt 
Sterling Gold Kid 
Sterling Silver Kid 


Nurocco Kid 


Women’s Colors 


Malibu Beige, No. 2716 
Conga Brown, No. 2125 
Bluejacket Blue, No. 2385 
Playtan, No. 2380 
Bombay Brown, No. 2262 
Red Port, No. 2737 
Military Grey, No. 2777 
Turftan, No. 2390 

Toffee Tan, No. 2395 


Men’s Colors 


Mohawk Tan, No. 2280 
Yankee Brown, No. 2123 
Belmont Brown, No. 2124 
Cortez, No. 2915 
American Tan, No. 2955 


Specialty Division 
Linings 


Blossom Pink, No. 109 
Marine Green, No. 111 
Nutmeg, No. 198 
Cocoa Beige, No. 126 
Dresden Blue, No. 133 
Parchment, No. 154 
Mocha Beige, No. 165 
Pearl Grey, No. 180 
Gun Grey, No. 181 
Graphite Grey, No. 196 


Standard Division 

Sparkle Kid—Antiseptized 

Pocketbook Leather 
Mimosa Yellow, No. 4503 


Cheer Red, No. 4525 
[TURN TO PAGE 96, PLEASE] 
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WHAT THE TANNERS 


White, No. 4550 
Airway Blue, No. 4564 
Varsity Green, No. 4565 


AMALGAMATED LEATHER 
COMPANIES, INC. 


All official colors in Kidskin, Amalac, 
Charmooz, Amazon, and Hygea Lin- 
ings. Also, a complete line of rep- 
tiles. 


WILLIAM AMER COMPANY 


Black Glazed “King Kid” 
Black Satin “King Kid” 
Black Suede “King Kid” 
“Moun-Tan Goat” 


AMERICAN HIDE AND LEATHER 
COMPANY 


Willow Calf 

Royal Calf 

Princess Calf 

Mat Calf 

Rosebay Willow Calf 
Ooze Calf 
Pocketbook Willow Calf 
Cadet Patent 
Empire Sides 
Amerigrain Elk 
White Buck 


ARMOUR LEATHER COMPANY 


Maison, Ivory, Cossack, Moose, 
Skeet and Bokide in various colors, 
including Blacks and Whites for Fall. 

Splits in various finishes, Suede, 
Ooze, and finished linings. 


PETER BARAN & SONS, INC. 


Genuine BARAN Alligators in the 
newest Fall shades. 


J. S. BARNET & SONS, INC. 


Barnet Suede 

Thorobred Calf 

Brawnie 

Gloria 

Sport—Men’s and Women’s Leath- 
ers 


BARRETT & COMPANY, INC. 


HM Unlined Llama Calf in Black, 
Cordovan Brown, Color 262 Brown, 
Conga Brown, Toffee Tan, Bluejacket, 
and Red Port. 

LM Lined Llame Calf in Black, 
Cordovan Brown, Color 262 Brown, 
Conga Brown, Toffee Tan, Bluejacket 
and Red Port. 
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Various popular embossed grains 
in Black, Cordovan Brown, Conga 
Brown, Bluejacket and Red Port. 


BEGGS & COBB, INC. 


Dress colors 

White Dress Smooth 

Snobuck 

Sport Elk, White and Colors 

Metallic 

Antique 

Complete Line of Shoe, Slipper and 
Glove Splits. 


BENZ KID COMPANY 
Women’s Colors 


Java Brown 
Madrid Brown 
Wellingbro Blue 


Men’s Colors 


Madrid 
Rosewood 
Slipper Colors and Linings 


BESSE, OSBORN & ODELL, INC. 


Sheep leathers in various colors for 
shoe linings. Also Natural Calfine. 


BISSELL LEATHER COMPANY 


Full line of Pastel and Seasonal 
colors on Chrometite tannage for lin- 
ings. Also, full color range of Veg. 
tannage. 


BURK BROTHERS 


Black Glazed Kid 

Black Dull Satin Kid 

Opal Oxide Kid—various shades 

Opalox Kid—various shades 

Black Crushed Kid 

Colored Crushed Kid — 
shades 

Slipper Stock—various shades 


various 


W. D. BYRON & SONS OF 
MARYLAND 


Regular line of chrome side leath- 
ers, specializing in crushed grain, 
No de Leau and elk finishes. 


CARR LEATHER CO. 


Suede Calf in the following colors: 
Promenade Green, No. 18 

Toffee Tan, No. 61 

Bluejacket, No. 108 

Airway Blue, No. 11 

Cordovan Brown, No. 115 

Conga Brown, No. 160 


WILL 


SHOW 


Playtan, No. 175 
Black 


COLONIAL TANNING CO., INC. 


Complete range of grades and siz.s 
of Black Patent Leather, including 
kips for the best grades of women's 
shoes, and grades all the way down 
from kips, small extremes and larve 
leather for the complete range of dif 
ferent grades of shoes in the following 
shades: 

Military Grey, No. 11 

Mascara Brown, No. 99 

Cheer Red, No. 101 

Airway Blue, No. 166 

Marrona Brown, No. 169 

Sailor Blue, No. 182 

Red Port, No. 195 

Bordeaux, No. 196 

Toffee Tan, No. 257 

Conga Brown, No. 258 

China Blue, No. 263 

Chaudron, No. 277 

Varsity Green, No. 278 

Navy Blue, No. 364 

Hunter Green, No. 430 

Parisian Blue, No. 446 

Play Tan, No. 482 

Middy Blue, No. 513 

Cordovan, No. 524 

Harvest Vine, No. 526 

Vino, No. 533 

Promenade Green, No. 560 

Moss Green, No. 559 

Bronze, No. 561 

Bluejacket, No. 556 

Turftan, No. 544 

Sno- White 

Also Bark Tanned Leather, top 
grained and deep buff for the various 
price ranges of the bag, belt and 
novelty trade. 

Split Division 
Suede 

Black 

White 

Indies Brown, No. 758 

Yankee Brown, No. 708 

Turftan, No. 703 

Marrona, No. 781 

Bordeaux, No. 796 

Kelly Green, No. 778 

Evergreen, No. 707 

Hunter Green, No. 706 

Bluejacket, No. 756 

Navy, No. 764 

Military Grey, No. 780 

Hot Chocolate, No. 709 

Rust, No. 759 

[TURN TO PAGE 99, PLEAS! 
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IT’S GETTING THE CA 


SOFTY and SPORT SHOES 
LINED and UNLINED 


MELOTAN LEATHER 


makes your selling easier 


Authentic, Lively Colors 
ON DISPLAY 


+] r Show, April 1-2 


dorf-Astoria Hotel, New York 


i 


LEATHER COMPANY 


Cudahy, Wisconsin 





Shoes left to right. 


F-843, Woven PLAY-TANA oxford, 
made of Scherer's natural kip, with 
Gold Spot Sole. 

F-1000 “Our leader”, made of blue 
Melotan Color 14, with Gold Spot 


Sole. 
CALIFORNIA SHOES, LTD. 
2234 N. Figueroa 


reddish brown, 
sole. 


. “Hiker,” made of Melotan No. 
25 Brown, trimmed with color No. 13 
Beige, perforated vamp. 


SPALSBURY STEIS DEEVERS 
SHOE CO. 


St. Louis, Missouri 


lated vamp, crepe 
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Slae Grade. 
Color 121 
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Brockton, Mass 











Color 102 j 
Weyenbere Shoe Mfg. Co 
Milwaukee, Wis 


FREEMAN) 
Master hlter 
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Color 130 
Freeman Shoe Corp 
Beloit, W 


B. D. EISENDRATH TANNING CO. 


Racine, Wis. * Chicago Office: 801 Merchandise Mart * Day-Gormley 
Leather Co., 195 South St., Boston, Mass. * F. W. McAvoy and Co 
1602 Locust St., St. Louis, Mo. * Moe Shapiro, 12 E. 33rd St., New York 
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WHAT THE TANNERS 


American Beauty 
Green 

Copen Blue 
Cardinal Red 
Purple 


Smooth Work Shoe 


Natural 
Chocolate 
Brown, No. 880 
Tan 

Black 


DIMOND LEATHER CO., INC. 


Corona Patent Sides 
Corona White & Colored Elk 


DONNELL & MUDGE, INC. 


Moisture Proof lambskins for lin- 


ings in all popular shades. 


F.C. DONOVAN, INC. 


DOV Linings (Natural) 
NAVONOD Kip Linings (Colors) 
DOMOC (Natural and colors) 


DUNGAN, HOOD & CO., INC. 


Black Glazed Kid 

Black Satin Brazilian Kid 
Black Dull Brazilian Kid 
Black Glazed Brazilian Kid 
Blue Glazed Brazilian Kid 
Brown Glazed Brazilian Kid 


EAGLE-OTTAWA LEATHER 
COMPANY 


Splyten Vetanco—Black and Colors 
Vetanco—Colors 

Vegeprint—Colors 
Huarachehide—Colors 

Merican Grains—Black and Colors 
Wolverine Grains—Black and Colors 
Ottawa Elk—Black, White and Colors 
Indian Head Patent—B!ack and Colors 


JOHN R. EVANS & COMPANY 
Ruby Black Glazed Kid 
Peerless Kid 

White 

Conga Brown, No. 102 


Bluejacket, No. 121 
Red Port, No. 130 


[CONTINUED FROM PAGE 96] 


Military Grey, No. 114 
Playtan, No. 109 

Milk Chocolate, No. 110 
Cheer Red, No. 127 
Yankee Brown, No. 107 


Evanette Suede 


Black 

White 

Airway Blue, No. 818 
Bluejacket, No. 823 

Conga Brown, No. 801 
Cordovan Brown, No. 804 
Promenade Green, No. 845 
Red Port, No. 830 

New Vintage, No. 880 
Cheer Red, No. 837 


Satin Matt (Dawn Kid) 


Black 

Blue 

Brown 

Gold & Silver Kid 

Hand Crushed Kid for shoes and 


accessories. 


Sealee 
Cara Kid 
Brogandi 
Bokhara 


Black 

White 

Red Port, No. 1001 
Cortez, No. 1002 
Bluejacket, No. 1010 
Airway, No. 1012 
Mohawk Tan, No. 1033 
Toffee Tan, No. 1020 
Conga Brown, No. 1022 
Belmont Brown, No. 1025 
Playtan, No. 1031 

Yankee Brown, No. 1032 
Fairway Green, No. 1060 
Military Grey, No. 1074 


Morocanna 
Tartarkid 

Georgette 

Peerless Kid Linings 


Water Lily 
Scallop, No. 5 
Grey Dusk, No. 6 
Fawn, No. 7 

Perle, No. 10 
Turret, No. 14 
Walnut, No. 53 
Raisin, No. 55 
Salmon, No. 65 
Wood Beige, No. 75 
Pink Petal, No. 22 
Biscayne, No. 220 


WILL 


SHOW 


Spring Green, No. 230 
White 
Maximus Patent Kips and Sides 


S. B. FOOT TANNING CO. 


Usual line of heavy duty leathers 
such as Chocolate Gopher, Chocolate 
Skagway, Brown Elskar, Black Arctic 
Grain, Fairway Grain, Skibo Grain, 
all Waterproof leathers, as well as 
high grade workshoe elk and Retan; 
Also line of large, medium, and small 
White Elk and Oronoco Elk sides, 
Luggage Elk, athletic goods leathers; 
Gusset, Glove and Shoe Splits; and 
the latest colors in Garment Horse. 


MARCUS FORSCHER & CO. 


Marigold Suede Calf in Black, Brown 
and leading colors. 

Marigold Grain Calf in Black and all 
popular colors. 
Genuine White Buck 

chinas. 


jacks and 


A. F. GALLUN & SONS CORP. 


Aztec 

Cretan 

Eskimo 

Norwegian 

Viking 

French Process Wax 
Baguette 

Lining 

Domino 

Mandarin 

Lido 

Milwaukee 

Fancy Grains 

In our various colors and black. 


GONIPROW KID COMPANY 
Kid 
Grey, No. 20 
Dark Grey, No. 25 
Gun Grey, No. 50 
Water Lily, No. 75 
Chaff, No. 55 
Fawn, No. 35 
British Tan, No. 36 
Thistle, No. 38 
And Pastel Shades. 


THE GRIESS-PFLEGER TANNING 
co. 


Lozant Russia Sides 
Lozant Sport Elk 

Lozant Buck 

Lozant Work Shoe Elk 
Lozant Work Shoe Retan 
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Lozant Grain 
Lozant Splits 
In all the new colors for Fall. 


GUTMANN AND COMPANY 


Ski Leather 

Gambola, Smooth and Boarded 

Smooth Russia Sides 

Campus Grain 

Boardmoor 

Scotch Grain 

Softee 

All leathers in newest Fall shades 
and Military Brown. 


L. H. HAMEL LEATHER CO. 


“Nu Process” Glazed Kid and Kid- 
Finish Lambskins featured in the fol- 
lowing colors: 

Kid 

Grey, No. 300 

Jade, No. 303 

Water Lily, No. 327 

Medium Grey, No. 356 

Special Grey, No. 334 

Dawn Grey Kid Ooze, No. 317 

Pink, No. 311 

Green, No. 309 

Blue, No. 308 

Medium Brown, No. 357 

Mocha, No. 323 

French Grey, No. 394 

Hunter Brown, No. 326 


Lambskins 


Grey, No. 100 

Jade, No. 103 

Water Lily, No. 127 
Medium Grey, No. 156 
Special Grey, No. 134 
Dawn Grey. No. 117 
Pink, No. 111 

Green, No. 109 

Blue, No. 108 

Medium Brown, No. 157 
Mocha, No. 123 

French Grey, No. 194 
Hunter Brown, No. 126 
Also Black Glazed Kid and various 


colors of Garment Leathers. 


BENJAMIN V. HARRISON CO. 


“Gambier” vegetable tanned sides 
in Smooth, Pebble, Pig Grain, Briar 
Grain and Polar Seal Grain. Pigment 
and Aniline Finishes in range of latest 
colors. Vegetable tanned sides for 
Woven Shoes. “Curtis Flexible Inner- 
soles.” 


THOMAS B. HARVEY 


Black Suede Kid 
Brown Suede Kid 
White Swan Buc 
Grey and Water Lily Lining Kid 
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HITEMAN LEATHER COMPANY, 
INC. 


Ebon-Apex—Black, 
boarded 

Promenade—A _ full line 
colors for Fall 

Junior Prom—A line of colors for Fall 
for men’s and women’s medium 
priced shoes 

Sun Valley—A retanned waterproof 
calf 

Braeburn—A Fall grain in colors and 


black 


smooth and 


of men’s 


E. HUBSCHMAN & SONS, INC. 
Calf Leathers 


Black, white and all desirable 
Fall colors * 


HUNT-RANKIN LEATHER CO. 


Bucko Calf 

Velvetta Calf 

Infanta Calf 

Tuscan Calf 

In all the popular colors for the 
Fall season. 


A. C. LAWRENCE LEATHER CO. 
Calfskin 


Juniper Calf (for Women’s Shoes) 
Black. White and Colors 

Weilda Suede Calf (for Women’s 
Shoes) Black and Colors 

Juniper Calf (for Men’s Shoes) 
Black 

Duro Calf (for Men’s Shoes) Colors 


Shoe Side Upper Leather 


Gun Metal—Sides and Kips 
Black, White and Colors 

Hikon (Elk)—Sides and Kips 
Black, White and Colors 

White Nubuck—Sides and Kips 

Sydney Grain 

Teeko 


Diamond Patent Leather—Sides and 
Kips 
Black and a complete range of Fall 
colors. 

Sheepskin 
White—Barilla—Outsides 
White Chevrita—Outsides and 

Linings 

Colored Barilla—Linings 
Colored Lambskins—Linings 
Colored Lawroleather—Slippers 
High colored Lawroleather for shoe 
purposes. 


Shearlings 


Bark Shoe Stock 

Cuff Stock — White, Natural, and 
Electrified Colors 

“Capelt” — Shearling with Grain 
Finished Flesh 


G. LEVOR & CO., INC. 
White Glacé Kid 
White Mello Crush 
White Mello Perle 
White Perle 
White Glacé Cabretta 
White Suede Kid 
White Smooth Calf 
White Suede Calf 
White Boarded Calf 
White Crushed Calf 
Black Satin Mat Kid 


LEWIS TANNING COMPANY 


Genuine White Jack Buck 

Genuine White China Buck 

“Black Agate” Patent Sides and 
Kips 

White and Colored Elk 


MALIS LEATHER COMPANY 


White Glazed Cabrettas 
White Suede Cabrettas 
White Suede Calf 
Black Satin Cabrettas 
Black Glazed Cabrettas 
Brown Glazed Cabrettas 
Blue Glazed Cabrettas 
Black Suede Kid 


McNEELY & PRICE CO. 


Black Kid and a complete line of 

quality linings. 
MITCHELL & PEIRSON 

Lining Kid—Sanitized 

Fawn 

Beige 

Medium and Dark Grey 

Parchment 

Water Lily 

Pastel Green 

Pastel Blue 

Pastel Pink 


MONARCH LEATHER COMPANY 


Various Leathers in popular shades. 
Natural hand boarded effect: 

Argyle 

Barrmoor 

Croydon 

Fairmoor 

Saranac 

Bordeaux 

Dartmoor 

Norsemoor 


Waterproof Leather 
Cordo 


Monco 
Polar 
Golfmoor 
Otter 
Watershed 


Custom Finish 


Antique Grains 
Montan 
Monarch Vegemont 
[TURN TO PAGE 104, PLEASE | 
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Congo Brown. . . . . Kafforite . . . No. 517 
Cordovan Brown . : . Kafforite . . . No. 516 
ToffeeTan. . . . . . Kafforite . . . No. 54! 
Bluejacket . . . . . . Kafforite . . . No. 578 
Red Port. . «-. . . . Kefferite ... . No. 576 
Gunmetal . . . . . . Kafforite . . . No. 503 
Playtan. . . . . . Dressysport . . . No. 652 
Varsity Green. . . . Dressysport . . . No. 653 
CheerRed. . . . . Dressysport . . . No. 654 
Airway Blue . . . . Dressysport . . . No. 655 


ALLIGATOR GRAIN OR CALF AVAILABLE IN ALL THE SEASON'S 


COLORS. 
LUXOR AND DRESSYSPORT IN ALL AUTHENTIC MEN'S COLORS. 





OHIO LEATHER COMPANY Giraro, onto 
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PLAYTIME AND PATRIOTIC COLORS 





OFFICIAL COLOR 





Play Tan 





Varsity Green 





Cheer Red 





Air Way Blue 





Cordovan Brown 
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WHAT THE TANNERS WILL SHOW 


Other Popular Leathers 


Heather 
Monbuck 
Thistle 
Jupiter 
Pyg 
Yucatan 


R. NEUMANN & COMPANY 


Pin Seal—for elasticized 
also for unlined shoes and for men’s 
shoes. 

Genuine Softy Buffalo 

Genuine Softy Pig 

Aniline Alligator grain Calf 

Aniline Alligator Lizard grain Calf 

Suede Calf 


shoes. 


THE OHIO LEATHER COMPANY 


Women’s Calf—new Fall shades in- 
terpreted in Kafforite Calf colors as 
follows: 

Congo Brown, No. 517 

Cordovan Brown, No. 516 

Toffee Tan, No. 541 

Bluejacket, No. 578 

Red Port, No. 576 

Play or Campus colors shown in 
Dressysport as follows: 

Playtan, No. 652 

Varsity Green, No. 653 

Cheer Red, No. 654 

Airway Blue, No. 655 

All of these new colors produced in 
embossed Calf in Alligator grains— 
“Bayou,” “Baby Yucca,” “Baby Mexi- 
can;” and “My-ak-ka,” and in Lizard 
grains—“Sauria,” “Chamela,” “Gan- 
ges,” and “Baby Ganges”; also “Racer 
Snake” and a new Frog known as 
“Delta Frog.” 


Men’s Leathers 

All new shades displayed in Luxor 
colors in smooth and boarded effects. 
Black Calf shown in Jill Jetta for 
women and Jack Jetta for men. Also 
a secondary line supplementing Jetta, 
known as Tolco. 


PARIS TANNING COMPANY 


Lordco Sport Elk in full grain and 
corrected kips, and in full grain 
and corrected extremes. 

Lordco Smooth Sides in black, white 
and popular colors 

Roban—smooth leather for 
sport shoes and moccasins 

Heavy Grain Leathers for men’s shoes 

Patent Leather in black and colors 

Embossed Leathers in popular grains 


heavy 


[CONTINUED FROM PAGE 100] 


FRED RUEPING LEATHER CO. 
Kin Kin 

Kankakee 

Tartan 

Calumet 

Mohawk 

Hiawatha 

Mellow 

Piccadilly 

Crushed Grain 

Ooze Splits 

Alligator and other grains. 


SETON LEATHER COMPANY 


A complete line of Patent Leather. 
including all the new Fall shades as 
well as White and Cream Zephyr Buck 
Kips and Sides. 


SURPASS LEATHER CO. 


Glazed Kid—Black, Conga Brown, 
Bluejacket. Genuine Capre Kid in 
black, white, and all the Official 


Women’s colors for Fall. 


Slipper Kid 


Red 

Blue 
Burgundy 
Green 
Brown 


Shoe Stock 
Black 


Brown 

Blue 

Smooth White 
Crushed White 


Run-Prooj Color Fast Kid for 


Shoelinings 
Handbags 
in the following colors: 

Black 

White 

Military Red 

Jade Green 

Lemon Yellow 

Burnt Orange 

Chateau Wine 

Brittany Rose 

Terra Cotta 

Cornflower Blue 

Navy Blue 

Pastel Blue 

Pastel Pink 

Pastel Green 

Black Suede Kid 

Genuine Black Glazed Kangaroo 

Pastel Lining Kid and a full range 
of style colors. 


ALBERT TROSTEL & SONS 
COMPANY 


Atasco Calf—black and colors fo: 
men’s and women’s shoes 

Mellotan Calf—-for unlined women’: 
shoes 

Nubian Calf—for men’s dress shoes 

Pochette Calf—for ladies’ Pouch Bag- 

Bagotan Calf—for ladies’ Hand Bag: 

Antiquity Calf— Aniline colors fo 
men’s and women’s shoes 


WINSLOW BROS. & SMITH 
COMPANY 
Kiddie Khrome: Full Chrome Lam) 


skins in standard colors, including 
Black and white 

Novelty Leathers—For shoe and slip 
per uppers 

Shoe Linings—Chrome and Vegetabl 
—In all popular colors and white 

Garment Leathers—In smooth ani 
embossed grains and suedes 

Glove Leathers—In all popular shade- 

Colored Suedes—For belt and novelty 
work 

Embossed Grains — For 
leather novelties 

Shearlings—In bark and alum tan 
nages 


RICHARD YOUNG COMPANY 


Ryco White Thruout Genuine Buck 

Ryco White Thruout Buck Finish 
Kangaroo 

Ryco Glazed Black Genuine 
Kangaroo 

Ryco Cape—Finish Lambs for play 
shoes and slippers 

Rychrome Lambskin Linings 

Ryco Lambskin Linings 
In standard finish and Sanitized. 


bags and 


Greenhood Named Buyer 


BALTIMORE, Mp.—Al Greenhood, as- 
sistant to Samuel D. Siegel in the down- 
stairs shoe department of Hutzler 
Brothers, here, has accepted a position 
as shoe buyer for the Blumberg De- 
partment Store, Portsmouth, Va. Mr. 
Greenhood has already entered upon 
his new duties, and his many Baltimore 
friends are wishing him the best of 
luck. The Blumberg department will 
offer him a splendid field for his tal- 
ents, as it is a model department. 


Mazer Opens Juvenile Store 


Detroit, MicH.—To take care of the 
foot health of young Detroiters Her- 
man Mazer has opened Mazer’s Juve- 
nile Shoe Store at 11546 Dexter Boule- 
vard. 
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You Profit Meat’ 
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Bag- 


_¢- As a result of their exceptional adaptability 


and fine natural grain, Dunhood Leathers in- 


crease your satisfied customers and profits! 


amb 


— Combining durability and foot-conforming 


slip comfort with smart appearance, Dunhood 


tabk ' Leathers are ideal for Men's Shoes in both con- 


ite s 
and ’ servative models and the more swagger styles. 


ade- 


velty " ~ And of course Women’s Shoes look their 


and loveliest when their chic lines are appealingly 


tan = enhanced by Dunhood Leathers. 
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THE TANNERS COUNCIL OF AMERICA 
LEATHER SHOW - APRIL !I- 2, 1940. 
BOOTH LAYOUT 








FALL LINES 


OF AMERICAN LEATHERS 


Newest in Colors and Finishes to Be on Display at 
Opening at the Waldorf-Astoria, New York, April 1-2, 1940 


Agqoos Leather Companies, Inc. 
Boston, Mass. 


Allied Kid Company 


Standard Division, Boston, Mass. 


McNeely & Quaker City 
Divisions, Philadelphia, Pa. 

New Castle Division, 
New York, N. Y. 

Sterling Division, Wilmington, 
Del. 

Amalgamated Leather Cos., Inc. 
Wilmington, Del. 


William Amer Company 
Philadelphia, Pa. 

American Hide & Leather Co. 
Boston, Mass. 

American Kid Company 
New York, N. Y. 


Carl Antholz, Inc. 
New York, N. Y. 


Armour Leather Co. 
Boston, Mass. 

Peter Baran & Sons, Inc. 
Harrison, N. J. 

J. S. Barnet & Sons, Inc. 
Boston, Mass. 


Barrett & Co., Inc. 
Newark, New Jersey 


Beggs & Cobb, Inc. 
Boston, Mass. 
Benz Kid Co. 


Lynn, Mass. 








EXHIBITING TANNERS 


| J. Greenebaum Tanning Company Malis Leather Co. 


Besse, Osborn & Odell, Inc. 


Boston, Mass. 


Bissell Leather Co. 
Peabody, Mass. 


Burk Brothers 
Philadelphia, Pa. 


W. D. Byron & Sons of Md., Inc. 


Williamsport, Md. 


Carr Leather Company 
Peabody, Mass. 


Colonial Tanning Company 


3’ 


Boston, Mass. 





Dimond Leather Company 
Boston, Mass. 


F. C. Donovan, Inc. 
Boston, Mass. 


Donnell & Mudge, Inc. 
Salem, Mas. 


Dungan, Hood & Co., Inc. 
Philadelphia, Pa. 

Eagle-Ottawa Leather Co. 
Grand Haven, Michigan 


John R. Evans & Company 
Camden, N. J. 


S. B. Foot Tanning Company 
Red Wing, Minn. 

A. F. Gallun & Sons Corp. 
Milwaukee, Wisc. 

Goniprow Kid Comp 
Lynn, Mass. 





| Chicago, Ill. 


| Griess-Pfleger Tanning Co. 
Boston, Mass. 


Gutmann & Company 
Chicego, ill. 


| L. H. Hamel Leather Company 
| Haverhill, Mass. 


| B. V. Harrison Co. 
New York, N. Y. 


| Thomas B. Harvey Leather Co. 
| Philadelphia, Pa. 


| Hiteman Leather Co., Inc. 
West Winfield, N. Y. 


E. Hubschman & Sons, Inc. 
Philadelphia, Pa. 


| 
| Hunt-Rankin Leather Company 
| Boston, Mass. 


| Horween-Loewenstein 
| New York, N. Y. 


A. C. Lawrence Leather Co. 
Peabody, Mass. 

G6. Levor & Company, Inc. 
New York, N. Y. 

Hermann Loewenstein 
New York, N. Y. 

J. Laskin & Sons Corp. 


Milwaukee, Wisc. 


Lewis Tanning Co. 
Boston, Mass. 














Philadelphia, Pa. 


Marcus-Forscher & Co. 
New York, N. Y. 


McNeely & Price Co. 
Philadelphia, Pa. 


Mitchell & Peirson, Inc. 
Philadelphia, Pa. 


Monarch Leather Company 
Chicago, Ill. 

R. N &C 
Hoboken, N. J. 





pany 


| Northwestern Leather Co., Trust 


Boston, Mass. 


| The Ohio Leather Co. 


Girard, Ohio 
Paris Tanning Company 
Paris, Maine 


Fred Rueping Leather Co. 
Fond du Lac, Wisconsin 


Scherer Leather Company 
Cudahy, Wisconsin 


Seton Leather Co. 
Newark, New Jersey 
Surpass Leather Company 

Philadelphia, Pa. 


Albert Trostel & Sons Co. 
Milwaukee, Wisc. 


Winslow Bros. & Smith Company 
Norwood, Mass. 


Richard Young Co. 
New York, N. Y. 
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Applying the fina! finish to White Princess Calfskins. 


WHITE PRINCESS CALFSKINS 


Like the true Princess she is, White 
Princess Calf, year after year, maintains 
her prestige and leadership over all other 
white calfskins. 


The reasons are simple. It is the whitest 
white on the market —it has no blue or 
green cast. It is famous the world over for 


its excellent cutting figures, because “there 
is not a wrinkle in it.” It covers the com- 
plete price range, is strong of fiber, and fine 
of grain. 


Shoe manufacturers prefer it because it 
does not need to be covered in the factory. 
Being full-grain, it is easily cleaned. 


AMERICAN HIDE AND LEATHER COMPANY 
Boston 





BOOT anp SHOE RECORDER, March 23, 1940 





VISIT THE NUMBER ONE BOOTH 
MeNEELY & PRICE COMPANY 


PHILADELPHIA, PA. 


FOR THE DISPLAY OF THEIR NEW PRODUCTION OF 


20™ CENTURY KID 


DEEP BLACK—FINE GRAIN—FIRM LEATHER FOR DEPENDABLE SHOES 


QUALITY LININGS 


MADE LIKE UPPER STOCK TO INSURE LASTING ELEGANCE OF APPEARANCE AND SATISFACTION IN WEAR 





BOOTH #1 AT THE LEATHER SHOW 














Merchandise Sources 
[Pages 84-85) 

Left to right, top: 

Attractive use of India Brown kid- 
skin in sandal with smart high line. 
Note buckled strap and unusual wedge 
heel. New Castle Division of Allied Kid 
Company. 

Black patent leather in dainty stepin 
pattern for early Fall. Style importance 
of trimming in contrasting color seen 
here in rose-colored grosgrain bow and 
inserts in gored section. Colonial Tan- 
ning Company. 


Left to right, bottom: 

Opened-up, dressy calfskin sandal 
with goring adjustment. Note soft 
draping of vamp. American Hide and 
Leather Company. 

Elasticized stepin of black Charmooz 
in new finish that looks like antelope 
and does not crock. Trimmed with 
Amalco, soft pliable leather, excellent 
for bows, etc. Amalgamated Leather 
Companies, Inc. 


Left to right, top: 

Cordovan Brown for tailored shoes is 
important style news. Shown here in 
smart calfskin (Kafforite) wedge. Per- 
forations make interesting trimming on 
vamp and heel. Ohio Leather Company. 

Definitely news is this “Tweed Kid” 
in black lightened with touches of 
white. The raised pattern, which gives 
a third dimension to this leather, comes 
in four designs in the first line. Mitchell 
& Peirson, Inc. 


Left to right, bottom: 

Interesting use of calfskin in a grain 
and a print. Llama combined with alli- 
gator makes smart low-heeled walking 
shoe. Barrett & Company, Inc. 

This striking pattern combines two 
surfaces in “Hot Chocolate” kidskin. 
The bands over the instep and the heel 
are of glazed kidskin. The rest of the 
shoe is in elasticized “Bali,” a new 
grained kidskin. Standard Division of 
Allied Kid Company. 


Pages 86-87, top to bottom: 

Wedge-heeled moccasin type oxford 
suitable for wear with any casual town, 
country or travel costume. Shown here 
in blue with red heel, sole and trim in 


Brogandi, a kidskin with surface in- 
terest. John R..Evans & Company. 

Kidskin with surface interest, new 
version of the wedge heel and a new 
subtle shade of green—three interest- 
ing style ideas for Fall 1940 casual 
shoes. Surpass Leather Company. 

A new natural grain called Moun- 
Tan Goat, in two-tone effect — here 
shown in a brown with green mixture 
—an ideal leather for casual—and play 
—shoes. William Amer Company. 


Resort page, top to bottom: 

The strong revival of spectators in 
the past year promises to continue for 
the next season. White buck with 
smooth or alligator calf in tan, blue 
or black for tip and fox, promises to be 
the popular combination. 

The alligator pump or oxford, genu- 
ine or simulated in calfskin, has become 
a classic of each successive season. In 
both conservative and high style shades 
it is an important part of a resort and 
cruise wardrobe. Shown here in alli- 
gator grain on calf, called Bayou Alli- 
gator. Ohio Leather Company. 

Balinese wood backgrounds courtesy 
of S. S. Sarna, New York, N. Y. 


As the Leather Opening 
Goes 


[CONTINUED FROM PAGE 83] 


somewhat similar instrument for the 
pre-determination of what trade and 
public will be thinking next Fall in 
terms of footwear fashions. Fortunate 
is our industry to have set up and 
improved such a useful mechanism to 
guide its future course in troubled 
times like these. Wise and thoughtful 
shoe and leather men, representative 
of all branches of the industry, will 
gather at the Waldorf-Astoria in New 
York on April 1 and 2 to survey the 
leathers, consider the colors and listen 
with attention to the expressions of 
expert opinion on what will sell for 
Fall. The Official Opening of Ameri- 
can Leathers and the Style Confer- 
ence are established institutions in our 
industry, and never has the service 
that they render been of greater use 
and value than in this year of 1940. 


For the Casual and Resort 
[CONTINUED FROM PAGE 87] 


In addition to the colors listed above, 
there are four “Play and Campus” 
colors which have been launched by ‘he 
Textile Color Card Association. These 
are Playtan, Varsity Green, Cheer Red 
and Airway Blue. These brighter 
shades should be especially good for 
resort wear, alone or in brilliant com- 
binations, for dressy sandals and for 
play shoes which should be due for a 
second big season. 

And, of course, besides all these 
colors, there is white, most important 
of them all. All-white and white with 
color should have a very big slice of 
next year’s resort business. 


Attendance Regulations 
At Leather Show 


The same restrictions which have 
been in effect for the past two years 
will apply at the Leather Show on 
April 1-2, at the Waldorf Astoria, New 
York. Although these are generally un- 
derstood throughout the trade, the Tan- 
ners’ Council has issued the following 
statement in order that everyone may 
be familiar with the situation: 

“On April 1, and until noon on April 
2, the attendance will be limited to the 
following: Shoe manufacturers, retail- 
ers and wholesalers; chain store rep- 
resentatives and resident buyers; hand- 
bag and leather goods manufacturers 
and retailers; trade and newspaper 
representatives and fashion writers; 
other direct customers of tanners. 

“The following trades will be admit- 
ted after 12 p. m. Tuesday, April 2: 
Hide and skin dealers and brokers; 
supply trades (tanning materials, ma- 
chinery, etc.); pattern, pull-over and 
last manufacturers, and shoe manufac- 
turers’ supplies; non-exhibiting tanners 
(including members of the Tanners’ 
Council), leather merchants and 
porters. 

“We appreciate the cooperation re- 
ceived from the great majority of th 
trades during the show last Septem! er, 
and we hope that everyone will ¢n- 
tinue this cooperation during the c m- 
ing show.” 
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Discriminating Bayes LUKE 
RYCO GENUINE BUCK 


6) “I just want you to know that this has 8 
been the best season on Buck that | 
have ever experienced. There isn't a 
thing that I could find fault with. 


The leather is the best we ever had, the 
shoes look grand, and your service has 





RB been 100%. I compliment your people.” RB 


eR" ABOVE STATEMENT was made to one of our salesmen 


on February 27th by a gentleman who is known as one 


of the most discriminating leather buyers in this country. His 


or: knowledge of leather is based on experience gained in over a 
on third of a century as buyer of upper leathers for manufacturers 
yp = . 8 , 
Tan- of high-grade shoes. His judgment of ryco GENUINE BUCK is 
wing 

may based on the use of a very large quantity during this season, 
+~ as well as in previous years. 

— This tribute comes to us entirely unsolicited and is one of 
\and- q 

Irers a number we have received from manufacturers of fine shoes. 


aper 
ters; We are proud of such tributes, and we are proud of 


RYCO GENUINE BUCK. 
il 2: 
cers; 
ma- 
and 
ufac- 


ne RICHARD YOUNG COMPANY «¢ new york 


RYCO LAMB SKINS e RYCO GENUINE KANGAROO e RYCO GENUINE BUCK 























